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Rough Proofs 


Druggists are anxious to have phy- 
sicians wriie more prescriptions. The 
answer to that one is easy—just ar- 


range to have prohibition restored. 
vev+$peégy? 
The salary lists published for the 


higher-ups in this business indicate 
there are some advertising men who 
are almost as good as they think 
they are. 


vyv¥y? 


In spite of all the attention given 
to this problem of air-conditioning, 
there are some phases of it which 
are still hard to solve, Southern 
California reports. 


~~ 2 F 


Kleenex plans to publish humorous 
copy in magazines devoted to humor. 
Even if the editor has an off day, 
the readers may still get a break. 


VF F 


Editors of humorous publications 
don’t like the idea of the advertis- 
ers stealing their stuff. The artists 
may decide to work for money in- 
stead of art. 

+. 


Col. Chevalier, of McGraw-Hill, 
was demoted to a major by ApveRr- 
TISING AGE in a road builders’ con- 
vention report last week, but the 
colonel didm’t care as long as his 
major interest was properly pub- 
licised. 

vvyY 


Crawford Burton, the Camel 
jockey,-was an amateur before his 
picture ran in the magazine ads, but 
since the settlement of his claims 
for $20,000, he’s entitled to be ranked 
as a pro. 

vvy 


\ serious shortage of good sales- 
men exists, Walter Lowen concludes. 
But it is reported that the supply of 
order-takers is just as plentiful as 
ever. 


vgv¥$pyY 


J. George Frederick describes 1937 

“the year of 10,000 wants.” But 
if they'll just give P. K. Wrigley an- 
other National League pennant he’ll 
call it square. 


as 


7 © ¥ 


Saks-Fifth Avenue advised the cus- 
tomers by telephoto what the skiiers 
in Idaho were wearing, but does a 
suy with an ear full of snow really 
care? 

7, + 


Augstein has lined up Eleanor 
as a model for his bathing 
Now all he has to do is to 
the other gals think they’re 
to look like her. 


* FT F 


hi men don’t like sex appeal in 
adv 


rtising, avers Anna _ Steese 
Richardson. Those underwear ad- 
vertisers, 


who give the boys such 


4 break, are just philanthropists, 


hit 
vv¥+pey 


‘mp farmers and gypsy crop- 
remarks Professor Pitkin, 

ust live by the calendar of the 
, /pper.” 

follow the trail of the trailer. 


7, ¥ ¥ 


: “liam H. Ukers was decorated 
Brazilian government for his 

te Work in promoting coffee, and 

ORS as if the dough-nut industry 

to do something pretty nice 
too. 


Copy Cus. 


SUNKIST COPY 
CURTAILED BY 
HEAVY FROSTS 


Elements Interpose in Com- 
petitive Battle 


Los Angeles, Jan. 22. — Suspension 
of all consumer advertising by the 
California Fruit Growers Exchange 
pending a field survey of crop dam- 
age from frost was announced today 


by W. B. Geissinger, advertising 
manager. 
Mr. Geissinger’s announcement 


came shortly after he had revealed 
that all “unallocated newspaper 
funds” have been diverted into other 
media by the Exchange and it be- 
came known that shopping guides, 
arch rivals of newspapers, were be- 
ing used in some cities where dailies 
refused to accept the controversial 
California copy. 


20,000 Cars’ Loss 


A 20,000-car loss resulted from 
frost from Jan. 7-10, Mr. Geissinger 
said and a second cold snap made the 
damage the heaviest experienced 
since 1913, he said. 

Reduced citrus crops and cor- 
responding income reduction neces- 
sitated the advertising curtailment, 
he said. 

just how fast the reaction will 
become apparent and its extent was 
not immediately determinable. Mean- 
time, the new tack taken by the Ex- 
change in the competitive battle, 
finds the Downtown Shopping News 
in Chicago, for example, carrying the 
Sunkist lineage rejected by news- 
papers. 

The Vitamin C claim is now ap- 
pearing in every street car in major 
markets, on 69 newly acquired flash 
paint bulletins in New York, Chi- 
cago, Detroit and Boston, on 24-sheet 
posters in 37 cities, and on three 
sheet elevated and subway platform 
posters, in addition to media origi- 
nally scheduled. 

Furthermore, the Exchange has 
developed a new Vitamin A story to 
be added to the Vitamin C claim 
which created such a storm. It will 
be confined to magazines for the 
present. 


Sticking to Story 


“Some newspapers on the original 
list chose not to run the copy be 
cause Florida was specifically named 
in the comparison,” said Mr. Geis- 
singer. “This development has not 
retarded effectiveness of the cam- 
paign. Unallocated newspaper funds 
were quickly diverted to expansion 
of street car and outdoor adver- 
tising.” 

Comparing the Sunkist claim to 
that used by newspapers themselves 
in analyzing circulations, Mr. Geis- 
singer asserted that the Exchange 
refuses to resort to subterfuge or 

(Continued on Page 49) 
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ToTAL ADVERTISING 


DEPARTMENT STORES 8. 


made by Media Records, 


AMA Pemeiihis: 


Group Prepares 
First Report 


Yhicags, Jati. 21.--Extendiijy uc 
tivities to the cosmetics field, the 
newly-appointed Advisory Committee 
on Advertising of Cosmetics of the 
American Medical Association today 
was preparing its first report. 

The special committee, Dr. Morris 
Fishbein, editor of the A. M. A, 
Journal, said, will augment activities 
of the Council on Pharmacy and 
Chemistry and the Council on Foods, 
bringing what he termed a long-felt 
need for closer scrutiny of the cos- 
metics field. 

Specifically, the new committee 
will make regular monthly reports 
for publication in the Journal and 
Hygeia and members will contribute 
special articles on. cosmetics. adver- 
tising. Recommendations will be 
made to manufacturers on product 
content and analysis of all products 
advertised in the Journal will be de- 
manded. 

The new committee comprises, in 

(Continued on Page 8) 
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Automotive shows the ‘only classification decrease in tabulation 


Ine. for acorns, ill 


Dice hein Mlaniatiiel 
Leading Radio 
User in 1936 


(Table of Leaders on Pagé 38) 

Chicago, Jan. 21.—Procter @& 
Gamble Company, which was the 
largest user of time on the three 
major networks in 1935, repeated 
that record in 1936, according to an 
analysis by National Advertising 
Records of data compiled by Pub- 
lishers’ Information Bureau, Ince, 
Procter & Gamble spent $3,303,673 
with National Broadcasting Com- 
pany, Columbia Broadcasting System 
and Mutual Broadcasting System in 
1936, compared with $2,105,237 in 
1935. 


Standard Brands Second 


Standard Brands, Inc., which was 
in third position in 1935, moved up 
to second in 1936, increasing its net- 
work broadcasting from $1,938,622 to 
$2,273,783. Ford Motor Company 
climbed from fourth in 1935 to third 
in 1936, while Sterling Products, 
Inc., advanced from sixth to fourth. 

(Continued on Page 49) 


Last Minute News Flashes 


New York, Jan. 22.—P. Lorillard 
est newspaper space 
pages will be used Tuesday, 
1,250 lines and another full page. 
will be used. 


Chicago, Jan. 22.— 
offered today for 
ily the 


flakes package, latter 


fined to Chicago for the present. 


New York, Jan. 22.—Stanley H. 
tising manager of Bourjois 
transferred to sales. Mr. 
field-Coupe, New York agency. 


Washington, D. C., Jan. 22.- 


Sales Corporation, 
Chambers was formerly 


Old Gold Shatters Two Advertising Records 


Co. will announce the world’s largest 


contest—$200,000 in cash prizes, with a capital prize of $100,000—in larg- 
ever taken by 


a cigarette manufacturer. Facing 


followed during the week by a single page, 
Newspapers in all cities of over 50,000 
Lennen & Mitchell, Inc., is in charge. 


Offer Forhan’s for One Cent with Soap Purchase 


A new 10-cent size of Dr. Forhan’s tooth paste was 
1 cent with purchase of a medium-size American Fam- 
owned by 
recently reported to be introducing its own tooth paste. 


Procter & Gamble Company, 


The deal is con- 


Chambers New Bourjois Advertising Manager 


Chambers has been appointed adver- 
succeeding N. W. Millard, 
vice-president of Red- 


Supreme Court to Review Louisiana Chain Tax 
The 


United States Supreme Court has 


granted. the plea of the Great Atlantic & Pacific Tea Company for review 
of the Louisiana chain store tax, based on the number of stores operated 
throughout the country. 


Will Seek Ways to Curb 
Misleading Advertising and 
Inaccurate Labeling 


New York, Jan. 22.—A _ con- 
sumer relations committee to in- 
vestigate deceptive advertising and 


inaccurate labeling and devise 
means of correcting abuses was 
authorized by resolution at the 


concluding session of the National 
Retail Dry Goods Association con- 
vention here this week. 


In addition, the committee, to be 
appointed by the president, also will 
study broad social and economic 
problems, including -relations of re 
tailers with government employes 
and .vendors, with a view to ascer- 
taining facts and removing abuses. 

The “platform” outlined for the 
committee represents a compromise 
with strenuous objections voiced by 
members during early stages of the 
discussion who sought to have a 
referendum among the 5,500 member 
stores before definite action was 
taken. 


Stresses “Partner” Idea 


Taking the view that manufactur- 
ers and retailers are in fact business 
partners, the association also handed 
out some advice to suppliers on use 
and misuse of advertising, among 
other questions. 

The formal opinion of the organi- 
zation, as reported by Irwin D. Wolf, 
chairman of the vendors relations 
committee, recommended that only 
bona fide testimonials be used; 
urged that retailers be made the 
agents of manufacturers in fulfilling 
guarantees; conceded each supplier 
the right to make his own sales 
terms with each outlet, and put the 
stamp of approval on consignment 
selling. 

Mr. Irwin’s report said: 

“It is our opinion that if testimo- 
nials are to have any merit in pro 
moting the sale of merchandise, 
they must be bona fide and capable 
of substantiation. The retailer who 
uses them has every right to assume 
that the vendor who supplies them 
has subjected them to the foregoing 
tests and may pass them along to 
the consumer with confidence that 
there is no misrepresentation. 


View of Guarantees 


“Guarantees as to serviceability, 
etc., are made by the vendor to the 
retailer and sometimes through na- 
tional advertising direct to the con- 
sumer. Since the consumer deals 
with the retailer, the latter should 
be authorized to act for the vendor. 

“In some cases, the retailer may 
wish to go beyond the guarantee of 
the vendor and under such circum- 
stances must assume the additional 
responsibility. This should be a mat- 
ter of specific understanding be- 
tween the vendor and the retailer 
and in no case should the consumer 
be made a victim of any misunder- 
standing between retailer and ven- 
dor. It is the retailer’s responsibil- 
ity to inform the consumer of the 
terms and conditions of the guar- 
antee.” 

Pricing should be controlled by 
economic factors and each vendor 
should be free to make his own 
terms of sale with each outlet and 
only by such a policy can the con- 
sumer’s interest be served through 
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MINNIE FROM 
MINNEAPOLIS 


sively in a territory should be pro- 

SAYS |tected by written agreement. Sale 

ss 8 & 8 ® ®) direct to consumers by vendors who | 

also sell to retailers was frowned 

Hiya, boys! Although the flicker | on. The N. R. D. G. A. directors | 

“Three Smart Girls’ wowed ’em in| backed this opinion by their unani- 
Minneapolis, the talk of the town! mous approval. 

now is “Five Charming Business| Planned efforts to end misunder- | 

Girls.” standing between manufacturer, re 

tailer and resident buyer were ad- 

Ever see a charming business vised by B. Earl Puckett, president, 

girl? Remember my picture? | Allied Stores Corporation, “to build 


A-HEM! Well, leave me out then. 
But there is a bevy of charming 
business girls Minneapolis. 
You just come here once. 


in 
up 


And if you had ever been in the 
ribbons, the undies, plunkin’ a type- 
writer or pluggin’ a 
you’d know it’s kinda tough to 
charming all the time. But some 
manage to turn on the old personal- 
ity regularly. 


So The Minneapolis Star started out 
to find the five most charming business 
girls in Minneapolis. The idea caught 
on like “Gone With The Wind.” Not 
a popularity contest, The Star’s search 
brought in a flood of nominations. Pic- 
tures are being published every day 
with inside dope about the charmers 
and where the public could see them. 


book I could 
flock of gals! 


Boy! What a date 
make up from this 
Now don't tempt me! 


Lot of talk about this search...... 
and a lot of talk about The Minne- 
apolis Star. Here’s something I took 
down in a letter the boss sent to the 
boys at Osborn, Scolaro & Meeker. 


“For 1936,” said the blurb, 
“The Minneapolis Star led in 15 
out of the 24 daily retail adver- 
tising classifications listed by 
Media Records. The Daily 
Tribune led in 5 out of the 24 
and the Daily Journal 4 out of 
the 24.” 


*Course the boy friend and I cele- 
brated on that and stayed out an hour 
later to cheer the fact that The Star 
chalked up gains in every one of the 
6 major advertising divisions. Of the 
three Minneapolis daily newspapers, 
The Star had the only gain in Auto- 
motive . the largest Classified gain 
, the second largest gain in total 
display and total all. Yea bo... The 
Minneapolis Star is stepping along. 


Ced 
yes- 


Oh yes, I almost forgot. 
Adams, our columnist told me 
terday about the item he ran. 


Item: If you guys or gals think you're 
any good as a photographer's model, 
George Ryan in the Security Building 
can use you. Call him at Bridgeport 


4657. 


Ryan’s phone rang for four days. 
The photog is still getting scattered 
calls. Total count at end of second 
day, 236. He got 75 swell models 
including 17 men and 8 kids. On 
the day the item ran, the boys in 
Ryan’s office were betting that they 
could pick up the phone any time 
without it having tinkled and there’d 
be somebody on it. That happened 
twice. 


Things have happened in Min- 
neapolis. The Minneapolis Star 
grows steadily because people like 
the way it dishes out all the news 
and breezes along with something 
new and entertaining every day. 

I guess you can figure why The 
Star is the 
Evening newspaper... 
delivered into 16,045 
apolis homes than the 


NOW 


more Minne- 
Daily Journal 


and 7,392 more than the Morning 
and Evening Tribune combined! 
Ill let you know who the five most | 


charming girls in Minneapolis are when 
the judges pick ‘em. If you can’t be 


good, be careful... yours, 


switchboard, 
be | 


Northwest's Largest | 
| 
.and why it is} 


| 
| legitimate management savings, the 
opinion continued. 

Consignment selling was approved. 
Merchandise should be ordered only 
by written agreement. Rights of re- 
tailers to represent a vendor exclu- 


against the 
and 


la barricade 
of the agitator the trouble 
understandings” and jeopardizes the 
interests of all.” 

“The common interest 
retailers and manufacturers remains 
unimpaired,” Mr. Puckett declared, 
“although it is sometimes difficult to 
remember this simple truth when a 
retailer, a manufacturer or a buying 
office executive becomes embroiled 
in discussions, controversies and 
arguments regarding the rights and 
prerogatives of each. Another fac- 
tor of great significance is the mod- 
ern tendency toward class thinking.” 

Frederic A. Williams, president of 
Cannon Mills, Inc., recalled that six 
or seven years ago his company se- 
riously contemplated discontinuing 
its efforts to sell department stores 


between 


and concentrate on other distribu- 
tion, taking only such department 
store business as came to it. The 


company, for years a big advertiser, 
had been receiving hundreds of let- 
ters from women saying they wanted 
the merchandise shown in magazine 
advertisements but were unable to 
find local outlets. 


Fallacy of Bargains 


The problem was solved by en- 
deavoring to ascertain what Cannon 
could do for department stores, 
rather than asking the stores to do 
something for Cannon. 

“It seems to me,’ Mr. Williams 
added, “that much could be accom- 
plished if stores would abandon the 
rather general practice of maintain- 
ing at all times the same fixed stand- 
ard prices. Maintenance of standard 
qualities is more important. 

“Many stores appear to feel that 
they can sell towels and sheets only 
at certain prices. It is more impor- 


tant to offer the average woman a 
towel that she can take a decent 
bath with than to offer her some- 
thing at 29 cents; more important 
and more profitable in the long run 
to sell her a sheet long enough to 
cover her mattress than to assume 
she must have something at 99 
cents. 

‘Best available figures show that 
1936 retail volume on towels was 


$50,000,000 and on sheets and pillow 
$85,000,000, or $2 and $3.40 
per family respectively. 
“When we take time to 
about it, all of us recognize 
there is only one real customer in 
the entire distributive picture—the 
consumer. All of the other elements 
merely and not sep- 
enterprises. In a real sense, 
and retailer part- 
partners not 


cases 


think 
that 


are 
arate 
manufacturer 
and good 


processes 


are 
ners, do 


fight.” 


Big Drive for Twe 
New Campbell Soups 


Campbell Soup Company has 
launched a campaign of weekly 
1,400-line advertisements in 124 


newspapers of 85 cities, to introduce 
its two latest soups, bean with bacon, 
and Scotch broth. 

The “new soups” campaign will 
also enlist full-color rotogravure in 
| Sunday newspapers, full color pages 
in magazines, and weekly radio ad- 
vertising. 
| Philadelphia, is in charge. 


| Meerman with Brother 


Clarence Meerman has left Mce- 


' 

| “ta 

|Cann-Erickson, Inc., Cleveland, to 
|join his brother in Howard Meer- 
|man, Inc., Cleveland agency, as vice- 


| president. 


Plans “Foundry Facts” 
Martin H. Kidder will begin publi- 


cation of Foundry Facts, 505 Pleas- 
}ant St.. St. Joseph, Mo., as a monthly, | 


‘starting with the April issue 


onslaughts | 


maker who creates issues out of mis- | 


F. Wallis Armstrong Co., | 


WARNER NAMED 
PRESIDENT OF 
~ MANUFACTURERS 


New York, Jan. 22.—With the elec- 
tion of William B. Warner, president 
of McCall Company, to the presidency 
of the National Association of Manu- 
facturers at a meeting here today, 
American industry turns to the pub- 
lishing field for leadership during 
1937. Mr. Warner is also chairman 
of the executive committee of the 
American Woolen Company. 

Colby M. Chester, chairman of Gen- 
eral Foods Corporation and president 
of the manufacturers’ group during 
1936, was elected chairman of the 
board by the association’s directorate. 

The ranks of national advertisers 
have further beén drawn upon to 
provide officers for the manufac- 
turers’ association during the year 
ahead. 

Thomas E. Wilson, chairman of 
the board of Wilson & Co., Chicago 
packers, was elected first vice-presi- 
dent; S. Clay Williams, former NRA 
administrator and chairman of the 
R. J. Reynolds Tobacco Co., Winston 
Salem, N. C., second vice-president, 
and Walter J. Kohler, former gover- 
nor of Wisconsin and president of 
Kohler Co., Kohler, Wis., was chosen 
third vice-president. 


Regional Heads Named 


Regional vice-presidents, also 
elected today for one-year terms, in- 
clude: 

H. A. Bullis, vice-president, General 
Mills, Minneapolis; S. Bayard Col- 
gate, president, Colgate - Palmolive - 
Peet Company, Jersey City, N. J.; C. 
S. Davis, president, Borg-Warner 
Corporation, Chicago; Lammot du 
Pont, president, E. I. du Pont de 
Nemours & Co., Inc., Wilmington, 
Del.; William L. Hoge, president, 
Mengel Company, Louisville, Ky.; 
Robert B. Henderson, president, 
Pacific Portland Cement Company, 
San Francisco. 

T. M. Girdler, chairman, Republic 
Steel Corporation, Cleveland; F. W. 
Lovejoy, president, Eastman Kodak 
Company, Rochester, N. Y.;_ S. 
Wells Utley, president, Detroit Steel 
Casting Company, Detroit; H. W. 
Prentis, Jr., president, Armstrong 
|Cork Company, Lancaster, Pa.; F. B. 
Davis, president, U. S. Rubber Com- 
pany, New York. 

The 1937 directorate, elected by 
the association’s membership at the 


}annual convention last month, repre- | 


lsents virtually all manufacturing in- 
|dustries and geographical 
of the United States. 


Push “Miracle”? Shaver 


An extensive advertising campaign 


GUIDE ASSOCIATION OF MANUFACTURERS 


Colby M. Chester (left) retiring president and new board chairman of the 

National Association of Manufacturers takes a light from his successor in the 

chair, William B. Warner, president of McCall Co., just before the election 
Friday, January 22. 


divisions | 


} 
| 
| 
| 


| will be staged for a new electric dry | 


shaver, The Miracle, made by Miracle 
Products Corporation, Chicago, 
sell for $10. 
Advertising 
‘ charge. 


Agency, Chicago, is 


to | 


The Salem N. Baskin | 175 Fifth Ave., New York 
in| . 
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KENTUCKY. LIFTS 
CONFECTION TAY: 
COPY COMES BACK 


Frankfort, Ky., Jan. 21.—Advyer,. 


F.T.C. Checks 
Heavy Volume 
of Cold Copy 


Washington, D. C., Jan. 21.—With 
an unprecedented volume of adver- 
tising of “cold cures” accompanying 
the wave of influenza which is 
sweeping the country, the Federal 
Trade Commission has assigned a 
special staff to check all claims 
made in publications or on the air. 


“Nobody knows what causes a 
cold,” said a spokesman for the 
Commission. “Some say germs, 


other authorities say that infiltrable 
organisms attack the human system. 
They have never been isolated, how- 
ever.” 

The Commission is especially in- 
dignant over advertising of one man- 
ufacturer who, it alleges, is repeat- 
ing claims from which he agreed to 
desist last year. The following quo- 
tations were pointed out: 

“Stop that cold in its tracks.” 

“Treat a cold promptly and treat 
it for what it is—an internal infec- 
tion.” 

“Each tablet contains one ingredi- 
ent to clean the poison out of your 
system; one to break up cold infec- 
tion; one to stop aches and clear up 
the head and nose; one to tone up 
the system.” 

Advertising 
and of a 
the Commission 


advises” rest 
is legitimate, 


which 
laxative 
said. 


use 


One Order, Plate 
for Graduate Group 


Forty-two college alumni publica- 
tions represented by the Graduate 
Group, New York, have standardized 
page sizes so that only one order and 
plate are required. 

Myron Zobel, president 
Group, worked on the 
tion plan for ten years. 


of the 
standardiza- 


| tising of confections and cosmetics 
| halted here suddenly July 1 when the 
| state imposed a 20 per cent tax, re. 
|appeared this week following repeg) 
of the levy. 
| The tax affected chewing gum, soft 
| drinks, ice cream, candy and nuts 
| as well as beauty preparations. One 
of the principal advertisers resur ing 
here was the William Wrigley, Jr. 
| Co., Chicago. 

At the company offices, Henry |]. 
Webster, advertising manager, said, 
“As far as we were concerned, Kep. 
tucky was simply starved during 
this period. We couldn’t sell chey. 
ing gum with this tax imposed and 
it would have been foolish to adver. 
tise. Now we plan to pour back the 
advertising appropriation that was 
forced to be withheld.” 

In addition to the company’s radio 
program already resumed, heavy 
poster coverage is being lined up and 
newspaper advertising is to be 
started soon, Mr. Webster said. Copy 
is being localized to play on the 
peculiar Kentucky situation, he said. 

The tax was originally passed at 
the behest of Gov. A. B. Chandler, 
While no figures were disclosed as to 
the revenue it produced, Mr. Web. 
ster’s statement was indicative of a 
low result. 

Repeal of the tax was also engi- 
neered by Gov. Chandler, who told 
the state senate that “the tax has 
not been popular.” 

The senate and the house voted 
unanimously to repeal the measure 
Saturday. The repeal becomes effec- 
tive within 90 days. 


Myron Harshaw Joins 


Campbell-Ewald Agency 


Myron Harshaw has joined the 
Chicago office of Campbell - Ewald 
Company, coming from Erwin, Wasey 
& Co. 


tion, controlling several important 
patents, Baltimore & Ohio and Alton 
Railroads. 


The supremacy of white 
potato chips is being se- 
riously threatened by 
sweet potato chips. Each 
month FOOD INDUS. 
TRIES reports a dozen or. 


more new products which 
threaten at a moment's 
notice to unseat favor- 
ites of many years’ 
standing . . . Published 
by McGraw-Hill. 


Pe ae 


Not a Price 


Proposition 


Your window display campaign, to produce 


Tq 


\ : 
FOR LOW COST Bf SALES RESULTS. 


best locations 
uniform excel 
Many leadir 
economical in 
paign be natic 
For list of « 


maximum sales results, should be on a par with 
your other advertising and sales programs. This 
cannot be done when the installation service }§ 
bought on a price basis. 


We offer you scientific window coverage. the 


for your product, all displays of 

lence and installed on time. 

ig advertisers know our service 
the long run, whether the cal™ 

ynal, regional, or local. 

sur 142 Associate Offices, coveriné 


6,087 cities and towns, write 


WINDOW ADVERTISING, 


INC., AND ASSOCIATES 
560 W. Lake St., Chica9? 


divisions of Wilson & Co., packers, | 
Wisconsin Alumni Research Founda | 


| 


He handles advertising of several | 
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lf Population Were 
Circulation China Would 
Be First On The List! 


NDIA would be second and the 
United States a poor fourth. 


The United States is first simply be- 


cause it has the price as well as the 
people. 


China is first in numbers, but the 
United States is first in figures...and 
we just want you to know that that 
distinction is not lost on the news- 
paper group that is first in both. 


Its circulation breakdown isa magpnif- 
icent mosaic of market-basket areas 
...even though its circulation figures 
are Chinese! 


The Twenty-State area of the North- 
eastern section of the country em- 
braces 60% of the population and 
67% of all retail sales...and concen- 
trated in this area is the all-embrac- 


ing circulation of the Metropolitan 
Group. 


Actually, out of a total Sunday News- 
paper circulation of 28,000,000 for 48 
States, the Metropolitan Group de- 
livers from 6,900,000 to 8,000,000* in 20 


States that do twice as much busi- 


von ness as the other 28 States! 
- In the matter of circulation the Met- 

ropolitan Group is in the position of In other words, this is what the world’s 

China...it leads the world. greatest Sunday Newspaper Group 

does for your product: 

In the matter of buying power the . ” 

Metropolitan Group is in the position 

of the United States...it still leads the It first gives you the POPULATION DENSITY of the world’s 
_ world. richest markets. It then gives you the COVERAGE INTENSITY 
F il tic te elk ee SC of the world’s greatest circulation. Both needs are vital 
- Census and Cash Totals! and both needs are met by the Metropolitan Group. 
ith * with additional or alternate papers 
Po Gravure 

| Metropolitan_=-—weekl 

efropoliian. = eekly 
vice I8 oior Additional or alternate papers 


Baltimore SUN @ Boston GLOBE e Buffalo TIMES e Philadelphia INQUIRER 
vering Chicago TRIBUNE e@ Detroit NEWS e@ New York NEWS e Pittsburgh PRESS 
| Cleveland PLAIN DEALER e St. Louis GLOBE-DEMOCRAT e Washington STAR 


Boston HERALD e Buffalo COURIER-EXPRESS 
Detroit FREE PRESS @ New York HERALD TRIBUNE 
St. Louis POST-DISPATCH e@ Washington POST 


_ THE LARGEST CIRCULATION IN THE WORLD-FROM 6'/, TO MORE THAN § MILLION FAMILIES* 
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Barrett Again Points 
Dangers of ‘Slow Fire 


New York, 21.—The 


Jan. 


“slow |films, some of which, used among 
fire’ campaign which enabled deal-|dealers, are designed to “humanize’ 
ers using a direct mail follow-up to|the Barrett Company, which is a 
sell 30 per cent of all names on their | giant chemical] firm, and a unit of 
lists, will again be featured in ad-|the famed and almost mythical 
vertising of the Barrett Company |lied Chemical and Dye Corporation 
during 1937, A. G. Husen, advertis Seek Softer Light 
ing manager, said today. Co-opera 
tive newspaper advertising with The basic strategy of the cam- 
dealers will be used on a consider-|paign is to make roofing more of a 
able scale for the first time in sev-| “specialty” than it is now, making 
eral years. specific sales effort by the dealer 

“Slow fire’ is the name given to|more popular. Progress is_ being 
the disintegration process on roofs made in this direction. Mr. Husen 
and building materials caused by|said that many dealers now han- 


dle one advertised line of roofing 
products, rather than several. 

Considerable emphasis will also 
be given this year to expansion of 
outlets. 


the action of moisture, sunshine, ex- 
posure and neglect. It visualizes 
this danger for the home owner. 
The farm market is given consid- 
erably more attention in the 1937 
program. Dealers are equipped with 
plans for many types of farm struc- 
tures, containing specifications for 
all material and supplies. Blue 
prints are available at 15 cents each, 


* 99 
“Comoedia” Reappears 
Comoedia, Paris theatrical, film, 

radio and art newspaper, which was 


putting dealers in a position to so- ager Bos ~~ e has been ct 
2.8 . P ° 4 } ars ¢ aris-soir, alternoon 
licit orders for all materials which | 2Y PUlS * > aie Re oe / 
nat hein ts annieh io tment newspaper. Comoedia will reappear 

ne , RAGGIwOn tO DAF as an illustrated weekly covering 
products. theatrical, film, radio, musical, and 

Another feature of the 1937 pro-| other branches of the entertainment 
gram is the addition of sound slide | field. 


CUSTOMERS WHO 


“PLAY TWO ROLES 


Says Food Field ls Coming to 


More Selectivity 


9 


Chicago, Jan. 23.—Asserting that 
increasing competition from private 
|brands may force food manufactur- 
lers to use more selectivity in pick- 
| ing distributors, Paul S. Willis, 
| president of the 
|Manufacturers of America, New 
| York, addressed the National Food 
Brokers’ Association as a prelude to 
lthe convention of the National Can- 
ners’ Association at the Stevens Ho- 
tel next week. Many canners were 
in the audience which heard Mr. 
| Willis’ indictment of the distributor 
| who plays a dual role. 

He drew a picture of the distribu- 


itor who is a good customer of the 
manufacturer, but who, as his own 
private brands develop, finds him- 


| 


REACHING '¥ 
MORE THAN 


BALTIMORE 
FAMILIES 4 


and Sunday American 


Average net paid circulation of the Sunday American for six months 
ending September 30, 1936—230,239; the largest in all the South. 


Nationally — Hearst International Advertising Service —R. E. Boone, ‘Gen’l Mgr. 


Associated Grocery | 


WILLIS FLAYS — 


| 


/or must he carefully study each in- 
| dividual market?” 
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CO-OPERATION IN A NEW WAY 
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Campana Corporation and Lambert Pharmaca! Co. staged a unique tie-up in 


this joint package special offer. 


A limited supply statement is backed by the 
notation, "not more than a dozen packages per dealer have been manufactured." 


self competing with the producer 
whom he formerly represented. 

“It is true that some distributors 
stock a limited line of private 
brands, yet are good customers of 
the manufacturer,” said Mr. Willis. 
“The question is, at what stage in 
private brand promotion does the 
dealer become a competitor instead 
of a fully co-operating customer? 
And to what extent is the manufac- 
turer justified in differentiating in 
the co-operation rendered to his cus- 
tomers.” 


The Three Distributors 


He gave three cases to illustrate 
his question: The distributor who 
carries no private brands and co- 
operates closely with the manufac- 
turer; another’ distributor who 
stocks a limited line of private 
brands, but also handles the manu- 
facturer’s line and gives it a fair 
break, and finally, the distributor 


whose first interest is in promotion 
of his own brands, and who handles 
outside lines to the extent that trade 
and consumer demand forces him to 
do. 

“The first distributor welcomes 
new opportunities such as that pro- 
vided by the manufacturer’s offer of 
an extra profit for dealers,” said Mr. 
Willis. “The second receives the 
offer with mixed feelings and the 
third is likely to instruct his sales- 
men to rush out and get business 
at any cost in anticipation of stiffer 
competition from the manufacturer. 

‘Ts all of this going to suggest to 
Manufacturer Jones the desirability 
of greater selectivity of his custo- 
mers? If so, how will he go about 
a selection? Can he adopt a 
fixed formula and apply it generally 


Sink in New Post 

J. B. Sink, formerly field sales man- 
ager of Pepsodent Co., Chicago, and 
sales manager of Lady Esther Co., 
has been appointed sales manager of 
Lovely Lady, Inc., Chicago, maker of 
cosmetics. Kirtland-Engel Co., Chi- 
cago, handles the account. 


Promoted by Stensgaard 


H. H. Woody, account executive of 
W. L. Stensgaard & Associates, Inc., 
Chicago, has been made manager of 
the New York office at 101 W. 31st 
St. He will be assisted by Ralph | 
Mason in servicing both accounts | 
and retail stores in the East Pe. it 
tarber has resigned | 


Charles Dallas 


= 


Reach 
Adds to Staff, Space 


Charles A. Churan, formerly 
Fuller & Smith & Ross, Inc., — 
Paris and Peart, has joined the cop) 
staff of Charles Dallas Reach Com 
pany, Newark. The Reach agency] 
has organized a new public relations} 
department, in charge of .James § 
Little, former Associated Press writ 
er, and Stephen N. Dick, former maz 
aging editor of the Orange Couric 
Orange, N. J. 

The Newark agency has expanded 
its quarters in the Feist Bldg. 


Fawcett Searches for 
Most Popular Sta 


Fawcett Publications, Inc., N 
York, publishers of five movie fa 
magazines, will launch a $1,000 cas 
award contest in March issues | 
determine the most popular mov 
star. 

Readers will be asked to mark 
coupon ballot with the name of the 
favorite star and tell why they pr 
fer that player, in 20 words or les 


Brown Gets “Horse” 


Clifton S. Brown has been 
pointed Western advertising rep! 
sentative of The Horse, Washingt 
D. C., with offices at 737 N. Michiga 
ave., Chicago. 


*) 


HELP WANTED? 


Are you looking for facts, fig- 
ures and market data about 
bakers and their billion dollar 
business? If you are, stop look- 
ing. Let BAKERS' HELPER, the 
industry's 50 year leader, help 
you. 

Check the data you need below, te” 


out this advertisement, attach to yo“ 
letterhead and mail to us. 
CO “The Bakers’ Billion,” 
market data folder. 


[— A sample of “Selling Leads,” 
J an every week service. 


y 


a 


Sample pages from the “Bak- 
Ling Industry Blue Book. 
C] Copies of BAKERS’ 
__} HELPER, issued fortnightly. 


Audit Bureau of Circulations 
statement. 


BAKERSHELPER 


THE FIRST BAKERY PAPER 
In Its 50th Year 
830 South Wells Street 
Chicago 
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‘why advertise pianos 


TO PISTON MANUFACTURERS?” 


Suppose your business is pianos, furs or fedoras. 
And suppose you were in a brow-wrinkling brown 
study of magazines in which to advertise. Would 
you—should you—choose FORTUNE? 

It is true, and each year truer, that industrial 
advertisers widely accept the thesis that no busi- 
ness is too different” to advertise in the maga- 
zine that reaches the top executives of the 
country—whether they manufacture pistons or 
anything else used in industry. But there are 
some consumer advertisers who still ponder un- 
easily whether their advertising of cuff-links or 
coffee, shoes or shotguns would pay out in that 
same magazine. 

FORTUNE, answering ‘yes’, points to the evi- 
dence. It is summarized in the briefly factual 
italic line at the bottom of this page. And many 
such lines have appeared over a long period of 
time. Thus, this is no sudden chance phenomenon 
but the record of long-standing decisions, by 
many of the most experienced consumer adver- 
tisers and media-buyers in the United States. 

In that simple italic line is an impressive 
variety of consumer advertising—silverware and 
automobiles; cameras, cruises, cigarettes; foods, 
fountain pens, fine liquor; perfumes, razor blades, 


resorts, and tennis courts... 


*50.4% of FORTUNE'S advertising is directed to readers as executives-in-offices . . 


The advertisers who have used FORTUNE for 
these products know that the top executives, the 
directors, the engineers of America are people as 
well as business men. They have houses, wives 
and children; they like pianos and radios; they 
dress and eat and show off. 

Which is to say they make a market. A market 
which shifts at five o’clock from a potent indus- 
trial market to an equally potent consumer 
market. A substantial, thick-pursed style-setting 
market which any advertiser of consumer prod- 
ucts might well look at longingly. 

And it is a market which is highly approach- 
able through FORTUNE. FORTUNE is read at home 
by over 130,000 subscribers and their more-than- 
a-million friends and relatives. Business-minded 
all, they attentively read the advertisements 
FORTUNE carries. (Eighty-nine per cent say they 
read them first.) That is one reason why FORTUNE 
carries more advertising than any other general 
monthly magazine. 

It costs surprisingly little to reach this receptive 
consumer market. FORTUNE now particularly in- 
vites inquiries about its usefulness as a medium for 
advertising consumer products, humble or grand. 
Did you never know a steel executive who shaves 


or a piston manufacturer who plays the piano? 


. 49.6% to these same readers as people-in-houses. 


~”-~ 


FORTUNE 


135 EAST 42ND STREET + NEW YORK 
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Livin g Per 


There’s an eager new America that would 
rather go than sit, rather do than just be, 
rather get than just have...An America made 
to order for advertisements made to sell! 


W JITHIN A FEW YEARS, America 

has recovered from a war, trudged 
through a depression, seen political up- 
heaval run through most of the world. 
We’ve been stream-lined, air-conditioned, 
televisioned, technicolored, vitamined, 
and mathematically secured against old- 
age poverty, all in a jiffy. 

And when you toss changes at people 
as fast as that, you quite naturally find 
some readier to change than others. There’s 
an eager element in any society. With 
quicker responses, greater flexibility, 


stronger urge to keep up. 


This eager element made Liberty. Im- 
possible twenty years ago, it 1s /vevitable 
today...to the tune of 2% million weekly. 


It is the weekly which grew with the 


present eager generation. The weekly that 
zs most like them... whose quick, lean, live 
prose most surely talks their language... 
whose pages deal most exclusively with 


today and tomorrow. 


Turn the pages of Liberty, any time. 
See how empty it is of “I-remember- 
when’’... how full of “What’s-what-and- 
what’s-next.”’ See how eagerly it talks... 
how automatically it brings together the 
oreatest available concentration of eager 


people of all classes. 


Eagerness!... It alone explains how 
Liberty's 2% millions include the largest spot- 
cash following in the business ... how more 
than two million of its readers come toit each week 
with no ‘string’ on them but their own eager 


desire to read THEIR magazine THAT week / 


he ALL THE NEW GENERAL MAGAZINES STARTED IN THIS aleieaiigh 
LIBERTY IS THE ONLY ONE WITH CIRCULATION IN THE MILLIONS. 
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address before the| ciation for examination of their 


* | 

Advertising Club! products. 

Jan. 27, 1936) re- During its seven years of activity 
the cos-|in the food field the association has 


| Fishbein, in an 


Chicago Women’s 


AMA Cosmetics 
| (ADVERTISING AGE, 


G Pre ares |vealed that plans to enter 
roup P | metics field were being formed. examined more than 3,200 products. 
Fi rs t R ep O rt been| Approval has been denied about 225 


The Association has long | 225. 
active in the field of food products| Those approved may use the associ- 
advertising and cosmetics advertis-| ation’s seal in their advertising. 


‘? wed from Pane 1) ers generally welcomed the associ- | Not only the products themselves 

' a ation’s expansion plans with the op-| but claims made for them in adver- 

addition to Dr. Fishbein, Drs. C. Guy portunity offered for utilization of|tising and sales literature are con- 

Lane, Boston; Francis E. Senear,| tne «geal of Approval.” |sidered in the examination for ap- 

Chicago; Joseph J. Eller, New York, | | proval, 

and Paul N. Leech, director of the | Manufacturers Welcome Move | Advertisers using the seal are re- 

Division of Foods, Drugs, and Physi- At the time plans were disclosed quired to submit their new advertis- 

cal Therapy. Dr. Fishbein pointed out that numer-| ing material to the association com- 

This move by the A.M.A. comes| ous requests had been received from | mittee, and through this means new 
almost precisely a year after Dr.| cosmetics manufacturers to the asso-! claims are checked constantly. 


784,624 PEOPLE 
EG i +: eal 
SINGLE MEDIUM COVERAGE 
ie ot ee 


HIGH READER INFLUENCE 


That’s the 4-dimensional set-up of the 
SALT LAKE MARKET 


Take the people! More than three-quarters of a mil- 


lion, with a proved retail buying ability 15% higher 
per capita than the national average. ‘ Take the 


coverage! 'The Salt Lake Tribune-Telegram is the one 
metropolitan medium effectively serving this rich, re- 
sponsive market. ‘| T'ake the reader influence! It must 
be reader influence that impels more people to pay 
more money for 'Tribune-'Telegrams than for any other 


siv newspapers in this area. Take the milline rate! 
The 'Tribune-'Telegram’s rate per line per 100,000 


circulation is one of the lowest in the entire publishing 
field. 


Doesn’t that all add up to an attractive opportunity! 


i. me 
| UNIFIED) 
“BIG city’ 
MARKET 

x 


The Salt Lake Teese 


MORNING AND SUNDAY 
National Representatives: 
REYNOLDS-FITZGERALD, INC. 


WITH \ 


Oe 


PEOPLE / 


” Salt ia. Telegram 


EVENING ONLY 


Color Representatives: 
Member, ASSOCIATED WEEKLY 


New York Detroit . » ‘ 

Chicago San Francisco New York Detroit 

Philadelphia Los Angeles Chicago San Francisco 
Seattle : Cleveland Los Angeles 


4 
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NEW SALES MANAGER 


Former assistant general sales manager, 


Hiram Walker, Inc., E. J. Anderson has 

been named general sales manager for 

Jas. Barclay & Co., Ltd., distiller, a 
Canadian and American subsidiary. 


Co- operatives 
Are Subject of 
Network Debate 


New York, Jan. 21.—The public 
was given the pros and cons of con- 
sumer co-operatives tonight over the 


NBC Blue network, with J. Frank 
Grimes, president of Independent 
Grocers Alliance of America, Chi- 


cago, calling them a menace and 
Murray D. Lincoln, director of the 
Ohio Farm Bureau Federation, ap- 
praising them as the hope of the 
future. 

The debate was held on America’s 
Town Meeting of the Air, conducted 
by the League for Political Educa- 
tion in co-operation with National 
Broadcasting Company. 

Mr. Grimes took the viewpoint 
that co-operatives would put all small 
business men out of business and 
eventually recreate a system of serf- 
dom in this country. 


Answer to Machines 


His opponent argued that the re 
cent depression proved the fallacy of 
the present system of conducting 
business, and that the consumer Co- 
operative is the next logical evolu- 
tion of trade. It will match mass 
production with mass distribution, 
he promised. 

He concluded with a quotation at- 


tributed to C. C. Morrison, of the 
Christian Century: 
“People have within their own 


hands the tools to fashion their own 
economic destiny. It is their daily 
purchases that go to make up our 
great economic enterprises. If they 
will divert these transactions to 
their own co-operative agencies, they 
will not only save money, but can 
ownership and direction of 
the plan and purpose of such enter- 
prises.” 


Financial Advertisers 


| Elect Weeks President 

Harvey Weeks, Central 
Bank & Trust Company, was elected 
president of the Financial Adver- 
tisers Association of New York Jan. 
20. George Dock, Jr., 
was elected first vice-president, 
Dorcas Campbell, East River 


Hanover 


Savings 


Malcolm 
secretary. 

In addition to the 
directors are Alden B. 
ing; Robert L. Fernald, Dime 
ings Bank; J. J. Harris, Fenner 
Beane; Kenneth M. Murchison, 
tiring president; Dudley L. 
New York Trust Company; 
Rascovar, II, Albert Frank-Guenther 
Law; Ruel S. Smith, Time; Robert 
W. Sparks, Bowery Savings Bank: 
L. M. Townsend, New York Title & 
Trust Company, and E. B. Wilson, of 
Edwin Bird Wilson, Inc. 


Davis, Bankers Magazine, 
officers 


Baxter, 


new 


& 


re- 


Flaks Semanal 
Jack J. Flaks has been appointed 
promotion manager of Baldwin Paper 
Co., Inc., New York. 


Doremus & Co., | 
and | 


Bank, second vice-president. A. Jay | 
Ottoson, Continental Bank & Trust 
Company, was made treasurer, and 


Bank- | 
Sav- | 


Parsons, | 
James | 


SHERRILL SCOUTS 
CURRENT ‘THREAT 


I OF C0-OPERATIVES 


New York, Jan. 20.—Estahblished 
retailers need only keep their costs 
low and see that consumer co-opera. 
tives do not receive preferential] 
treatment from government in order 
to meet co-operative competition, 
Col. C. O. Sherrill, president, Ameri- 
can Retail Federation, told the Na 
tional Association of Retail Secre 
taries yesterday. 

Declaring there is no consumer Co- 
operative “menace” at the moment, 
Col. Sherrill added that co-operative 
leaders have consistently opposed 
any kind of subsidy from the govern- 
ment, and preferred thus to preserve 
the spirit of self-help upon which the 
co-operative movement is founded. 

He pointed out that the growth of 
co-operation in other countries had 
been materially aided by the pres- 
ence of distributive monopolies, and 
existence of class consciousness, 
large groups having racial and social 
unity so that joint action is possible. 


Co-operative Capitalistic 


The co-operative movement, he 
said, is not radical, but distinctly 
capitalistic, differing only in the | 
method of distributing profits, which 
go to the purchasers, rather than to 
owners of stock in the enterprises. 

Retailers can and do distribute 
profits fh the same way, he added, 
through various methods such as 
trading stamps and premiums. 

Dangers resulting from govern- 
ment subsidies to co-operatives cen- 
ter about the likelihood of political 
control, the loss of initiative, and the 
almost certain arrival of demagogues 
who will attempt to exploit the op- 
portunities to obtain government aid 
for their own private gain, Col. 
Sherrill declared. 

Factors aiding growth of co-opera- 
tives are the public interest shown 
in the movement and propaganda. 
Limits exist in the self-denial of 
members in restricting patronage to 
their co-operative stores, Mr. Sher- 
rill stated. 

Credit unions, he contended, are a 
step in the direction of consumer 
co-operation, and in many cases are 
the entering wedge, through the 
similarity in origin and purpose. 


Geyer Changes 


John M. Smythe has become ad- 
vertising manager of Picture and 
Gift Journal, Chicago, being suc- 


ceeded as Chicago manager of Geyer 
Publications by Carol L. Hubbard. 


Takes Highfield 


William M. Highfield, 


formerly in 
the copy 


department of Doremus & 


Co., Boston, has joined Bennett & 
Snow, Inc., Boston, as production 
manager. 


IASNAAS WAN AN EERE EA NANNEY 
Biss 
igger 
1936 found The New 
York Times market big- 
ger than ever before in 
its history. Circulation 
reached new peaks— 


536,310 weekdays, 
808,771 Sundays. 


Why 
Because intelligent, 
discriminating readers 
find that The Times, 
more than any other 
newspaper in America, 
satisfies their demand 


for complete, accurate, 
unbiased news. 


The New Pork Times 
“All the News That’s Fit to Print” 
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36% 
COVERAGE 


NORTHERN 
CALIFORNIA 


45% 


SOUTHERN 
CALIFORNIA 


SEATTLE Sr 
) TACOMA 
| PORTLAND sPOKaue 
| 
1490 


COVERAGE 


COVERAGE 


394% 
COVERAGE 


— COVERAGE 


OREGON 


COVERAGE 


UTAH 


COVERAGE 


ARIZONA 


7... is really little chance for argument about a fact so obvious. More people in 
the West read Associated Weekly than any other publication. It must be their 
favorite. Therefore, simple common sense tells us that it provides the most effective 


medium for advertising messages in this vast, rich market. Doesn’t that seem logical? 


Of course there are other reasons, too, for using Associated Weekly besides its 44% 
coverage of families in the seven Western States. Because of the character of the papers 
with which it is distributed, it reaches largely the better able to buy families... 


practically all of the families which are really prospects for advertised merchandise. 


The circulation of Associated Weekly is distributed evenly among the twelve major 
buying centers of the West, not lumped in just a few. Yet in each of these units of the 
western market it has the pulling power of a local medium. Furthermore, it offers you 


the combined merchandising services of twelve ably-manned newspaper staffs. 


Perhaps the easiest way to grasp all this is to glance over our study, ‘Pacific Coast 


Markets’. Send for your copy or ask our representative for it. 


“SSOCIATED WEEKLY IS THE ALL-INCLUSIVE NAME FOR THE MAGAZINE AND COMIC SECTIONS OF THESE 12 LEADING SUNDAY NEWSPAPERS 


i FRANCISCO CHRONICLE 
OENIX, ARIZONA REPUBLIC 


OAKLAND TRIBUNE SACRAMENTO UNION LOS ANGELES TIMES LONG BEACH PRESS- TELEGRAM SAN DIEGO UNION 


PORTLAND OREGONIAN TACOMA LEDGER SEATTLE TIMES SPOKANE SPOKESMAN - REVIEW SALT LAKE TRIBUNE 
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January 25, 193) 


Two Name Kimball, 
Hubbard & Powel | 


Atlantic States Gas Company 
New York, has appointed Kimball 
Hubbard & Powel, Inc., New York 
advertising and merchandising coun 
elors for the company’s liquified 
patural gas Newspape! adios out 
and farm papers will be used 
The same agency has also heen|,, of 
med by Mills Factor Corporation, | Federal Trad 
York. using newspapers and|'™s it of 


ine papers in various field 


Shuman Moves 


|; Zressman 


After a brief stay with P. P. Willis, 
I) Chicas oO, John D. Sh Iman has mttion 
ned the Chicago office of Campbell- 
Ewald Company He was formerly One provision 
pace buyer for Erwin, Waseyv & Co., the time 
Ltd., Chicago ourts from 


Washington, D. C., Jan. 21 Le 
signed to speed 
Commission by reliev 
necessity ol proving 
|damage to a competitor in cases ol 
infair competition, H. R 143 has | lie 
been introduced in Congress by Con 
chairman of the in- 


terstate and foreign commerce com 


allowed for appeal to the} 
a decision of the Con if 


ADVERTISING AGE 


mission. The present law specifies|detriment of competitors or the 


oe 
. > 
‘New House Bill no time limit, allowing the company | public. 
° F | whose practices are complained of 
Would Simpli a 4 to continue them indefinitely. 


Lynn Studios Starts 


. Tr ‘ | 
Federal Trade Commission | 


W. kb f F phe ; | M. M. Leven and S. W. Benson 
Orr O ° ] a ied was created to act in cases of UN-| have formed the Lynn Studios, an art 


fair competition,, and the organic] service, at 522 Fifth Ave., New York 


petitor must be proved if a charge | 
,.| type consultant, Mr. Benson has been 
|with Lord & Thomas, J. 
, |Thompson Company and J. Stirling | 
Commission itself felt that the pub-| Getene) 


up the work of the ee Bait ‘ 
of unfair competition against a mal 


ufacturer is to be sustained The 


could be protected more ade- 


( ‘ a oa +} a ) ia ) ere a | 
juately if this provision wet lim Spencer Promoted 

H. N. Spencer has been appointed 
vice-president of the Package Adve 
tising Co., New York, in charge of | 
; |the Chicago office. For the past 10 
leged practice actually is unfair, and | years he has been division manager 
continued, would work to. the |of the company. 


inated. 
Under H. R. 3143, the Commission | 
would merely have to prove to the 


would also reduce|satisfaction of a court that the al- 


Plus 
for 


for yourself: 


‘i 
~~ 


The 

BACKBONE 
MEDIUM for 
FLORIDA 
SALES .:.. 


The Times-Union — both daily 
and Sunday—has the largest cir- 
culation in Florida; the largest in 
Jacksonville, and the largest in Jacksonville's 
trading area. The Times-Union's milline rate 
is the lowest in Florida and one of the lowes? 
in the United States. 


DECEMBER AVERAGES 
Daily Edition 


70,037 


The 42nd consecutive month to show a gain 


Sunday Edition 


717,542 


~an increase of 7,522 over December, 1935 
The 4Ist consecutive month to show a gain. 


Extras 
The Next 60 Days 


For the next 60 days the Times-Union market is a national 
market as well as a local market. 
offers many extra dividends to the advertiser. Size up these plus values 


~an increase of 6,935 over December, 1935. 


During this period the Times-Union 


l EXTRA CIRCULATION ... thousands of additional 
copies of the Times-Union going daily and Sunday to 
winter visitors who make Florida’s largest newspaper 
their newspaper while in Florida. 


2. NATIONAL MARKET INFLUENCE . adver- 
tising directed to this Times-Union market influences 
residents of hundreds of other markets. Its effectiveness 
will be reflected in a continued call for your products 
when visitors return home. 


Ad 


EXTRA BUYING POWER . .. tourist expenditures 
are themselves an item worth winning. ‘To these add the 
expansion of purchasing power and the quickening of 
demand as tourist income circulates among Floridians. 


law provides that damage to a com-|Mr. Leven has been connected with | 
several agencies as art director and | 


Walter | 


ladvertising in 


TOTAL DISPLAY 
IN NEWSPAPERS 
UP 9.5% IN "3p 


Three National Classifications 
Increased 12.25 


New York, Jan. 21.—-Total di 
newspapers o! 
cities for which nine-year figures 
available gained 9.5 per cent in 192¢ 
a tabulation by Media Records 
reveals. Total display in these « 
amounted to 1,114,646,480 line 
1936, compared with 1,017,969,282 j 
1935, for an increase of 96,677,197 
lines. 

Total advertising, including « 
fied, did even better in 1936, wit 
gain of 10.7 per cent. The total f 
1936 was 1,380,121,457 lines, con 
pared with 1,246,941,513 lines 
1935, for an increase of 133,178,944 
lines. This was the largest total cay 
ried since 1931, when the aggregat 
newspaper lineage in the same cities 
reached 1,464,867,677. 


Big National Gain 


Newspapers did even better in 193¢ 
in regard to national lineage tha 
in local. <A consolidation of thres 
classifications reported by Media 
Records, Inec.—general, automotive 
and financial—shows a total of 349 
357,741 lines in 1936, compared with 
311,214,029, for a gain of 38,143,712 
lines, or 12.25 per cent. These three 
divisions used 32.69 per cent of total 
display, as compared with 31.92 pe 
cent in 1935. 

The 1936 record was achieved in 
spite of a small loss shown in auté 
motive advertisirg, the only classif 
cation reporting a decline for 1936 
gated 72,822,382, a loss of 106,72 
lines, or 0.1 per cent, as compared 


This was the second year in succes 
sion that automotive newspaper lin 
age fell below the previous year’s fig 
ure, as this field used slightly less 
space in 1935 than in 1934, whil 
every other classification was show 
ing a gain. 

The largest increase in newspapers 
in 1936 was attained by financial ad- 
vertising, which jumped from 21,309 
351 lines in 1935 to 25,025,264 in 
1936, for a gain of 17.4 per cent. 


Heavy Retail Lineage 


Financial was closely followed by) 
general, which scored an increase ol 
15.9 per cent, with 251,510,095 lines 
in 1936, as compared with 216,975,573 
in 1935. 

Tied for second place in improve 
ment was classified advertising 
which, with 265,474,977 lines in 1936 
made a gain of 36,502,747 lines, 0! 
15.9 per cent over the 228,972,23! 


The time to go after this plus value market is now! For 
the next two months Florida will be teeming with free-spend- 
ing winter visitors ...and the Times-Union is the backbone 
medium for any successful advertising campaign in Florida. 
It completely dominates Jacksonville’s trading territory 
and penetrates into the best buying levels throughout the 
state. 


Coa * + | e 
he Florida Cimes-Union 
LARGEST CIRCULATION IN JACKSONVILLE 

Daly — tLorIDA’S LARGEST NEWSPAPER Sunday 


Represented Nationally by REYNOLDS-FITZGERALD, Inc. 


| published in 1935. 
| Retail advertising in newspapers 
(Continued on Page 38) 


‘| PUBLISHERS & OTHER 
| MEDIA OWNERS 


| Present and Promote 
Your Research as 


SURVEY DIGESTS 


Surveys and studies—new or ‘< 
can be perpetuated prese 

in standardized, condensed for! 
t aid space buyers and I 


on and are filed for refere 


New York Philadelphia Chicago Detroit SanFrancisco LosAngeles_ Seattle ATTENTION ADVERTISING MEN 
GARNER & GRANT, Atlanta, Georgia “ie we 
MEMBER AUDIT BUREAU OF CIRCULATIONS || ASSOCIATED MEDIA SERVICE 
"~ (hevetaed, Ohio 
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nl ~ complete, book-length 

sia novel each month is 

8 receiving a tremendous 
ovation. Current cir- 

ih culation is 300,000 

5m higher than a year ago. 

ing And lineage increases 

° are paralleling circula- 

pers tion gains because the 

se additional reading 

: hours afforded by these 
novels mean longer life 
for advertising. 
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Administration of Advertising 


Business sentiment is almost unan 
imous in its opposition to the pres- 
ent policy of the national adminis- 
tration in making public the salaries 
of corporation executives. In many|of other department heads. 
cases publicity of this kind results We have often felt that it is a 
in unfairness to the individuals men-| mistake in discussions of advertising 
Yet there is little likelihood | practice to 


of any change in the method being| portance of the 


talent and business acumen required 
for the profitable expenditure of ad- 
vertising funds are entitled to be 
paid salaries comparable with those 


underestimate the im- 
work of the 


tioned. 
Inan- 
authorized by the present Congress. | 

It is nevertheless true that pub 
licity of this kind has certain val-| 
ues, from the standpoint of indicat-| agencies, and often they are put in 
levels in 


agers of advertising departments, as | 


isuch. Sometimes they are over- 


shadowed by the reputation of their 
various 


ing compensation the position of merely carrying out 


lines of business and for various| decisions made for them by their 
business functions. In studying the] general executives and boards of di- 
figures released for the advertising| rectors. The latter certainly have 


field, as published in recent issues 
of ADVERTISING AGE, one is justified 
in believing that advertising 
executives holding the responsibility 


the task of establishing general pol- | 


icies and setting up advertising ap- 


most propriations, but advertising man- 


agers are employed for the expert 


for the administration of important] service they are qualified to deliver. | 


advertising departments and sub-| The fine decisions upon advertis 


stantial advertising appropriations|}ing methods and 


which advertise | agers, 


procedures, upon | 


are receiving salaries in keeping|copy and media, which are con- 


made by advertising 


talent of the 


with the character of their work. stantly man- | 


Large companies require highest | 


nationally and spend considerable] caliber. The record of compensation | 


amounts for advertising evidently ]is interesting first in demonstrating 


believe that the administration of}that national advertisers are paying | 
this department of their businesses | enough to attract that kind of talent, 
calls for both experience and a spe-| and 
cial kind of ability. men holding key 
filed in assuming that the men who|field have demonstrated their right 


have the combination of professional | to 


second in suggesting that the 


They are justi positions in this 


them by recorded performance. 


Advertising and the Colleges | 


It is too often assumed that teach-| ciations 
‘rs of advertising and marketing in 


have had enough contacts | 
with teachers to know that their co- | 
the schools of business administra | operation is helpful. It seems to us, | 
tion which are numerous | however, that the local clubs espe 


have a purely academic viewpoint | cially might well capitalize the en 


now so 


toward the actual conduct of these|ergies and enthusiasms of the teach- 
{ 

The 

often true, since most teachers know 


business activities. reverse is|ers by closer 


This 
the 


bringing them into 
work. 


will be an obvious advantage t¢ 


touch with their own 


that while principles are important, 


close contact with the practical} teachers, and without question will 
work of distribution and advertising| ininrove the quality of the work be- 


will give them greater clarity and] ing 


significance. 


done by the advertising groups. 
Students in courses on marketing, 
Hence we find men of recognized] dis 
field fre- 
quently serving as business consul- 


tribution and advertising will in 


standing in the teaching many cases occupy important posi 


tions in this field in the near future. 
tants, and likewise providing adver-| Time slips by rapidly, and many ad- 
tising and marketing courses which] y: 
practical 
for advertisers and 


rtising men have the experience 


include work by students|of meeting a student on the campus 


other business} and then in a surprisingly short 


THOSE PSYCHOLOGICAL MOMENTS 


Farm Journal 


"Yes, | know it looks kinda queer, honey, but | had lunch with a very 
pleasant tire salesman." 


Guest Editorial 


|} should be considered.” 


|} gotiate regularly given. This formal |be 
notice will be issued at a later date. 
|}after receipt of the proposals of the 


men. The close relationships which|time finding that the contact has 
they thus develop and maintain} been transferred to the practical field 
among manufacturers, wholesalers|of business The guidance of the 
ind retailers give them a constant/training of these future executives 
check upon the purely academic] by college and university professors 
principles set forth in the standard} shonld bi iven all of the practical 
text-books on advertising and mat ssistance which it is in the power 
keting subjects. f the advertising clubs ») extend 
Most advertising clubs and asso 


By John Abbink | will be held. The listing of products 
(President, Business Publishers In-| will indicate to American producers 
ternational Corporation, New York) | and importers whether or not par- 

The text of a recent State Depart- | ticular tariff rates in which they are 
ment announcement referring to new| interested are under consideration. 
procedure adopted for the negotia-| They will thus be saved the trouble 
tion of Reciprocal Trade Agreements| of preparing briefs on preducts of 
presents a significant development. interest to them but not expected to 


Under the heading, “Negotiation |)e involved in the negotiations.” 
of Trade Agreement with Ecuador | ADVERTISING AGr carried a_ story 
Contemplated, the announcement} based on my talk before the National 


invites “interested persons to submit 
suggestions as to the products that 


Foreign 
Trade Con- 
vention in 
preliminary announcement, |Chicago in 
made with a view to ob-| November, 


“This 
which is 


taining suggestions from interested|in which | 
persons in the early stages of the| suggested 
discussions,” the statement points that the 


out, “should not be confused with | procedure 


—— 


Information 


| 


| for 
Advertisers 


OE ag 


The following documents may hg. 
| secured without charge from compa 
sponsoring them, or through 
ADVERTISING AGE, by any national aq. 
| vertiser or advertising agency execy 
| tive writing on his business lette;, 
| head. 


} nies 


|No. 1090. The 1937 Circulation and 
Market Data Book. 

| This circulation analysis issued by 
Metropolitan Sunday Newspapers 
makes markets the basis for consid 
eration, establishes the relative sales 
importance of different sections of 
the national market, and applies cir 
culation to these markets of varying 
importance. 


No. 1091. 

Twenty-eight current clients of the 
Mutual network use 23 different hook 
ups, says this booklet, as proof of 
Mutual’s flexibility, which allows the 
advertiser to select the market that 
fits his distribution. Several adver. 
tisers are listed, and cleverly con 
trived page borders indicate the hook 
up of each one. 


Take Your Choice. 


No. 1092. Business Increase, 1935 

Over 1933. 

Household Magazine has issued this 
breakdown on the percentage of in- 
crease, 1935 over 1933, in retail sales 
by leading commodity groups. Fig 
ures are arranged to show a com- 
parison between metropolitan and 
small town states. 


No. 1025. 
Say: “I Always 
Recipes.” 

In this impressive brochure Mo 
Call’s defines its method of editing 
and describes, under four divisions, 
the factors forming the basis of the 
publication’s consumer approach. Ex- 
amples of the McCall Method applied 
to food and equipment, and natural 
color photographs of completed 
recipes with reader’s comments upon 
them demonstrate the appeal of 
McCall’s food pages. 


4 Reasons Why Women 
Read McCall's 


No. 1079. “On’—To Stay. 

This one of a series of booklets 
published by Grit relates, in conver- 
sational form, some information 


about the publication which put Grit 


the formal notice of intention to ne- | now adopted 
tried, 
and the sug- 
|gestion was 
Kcuador, at which|later made 
time there will also be made public|the basis 
a list of products on which the/for one of 
United States will consider granting |the 
tions of the convention, unanimously 
passed. I feel that, having adopted 
the views of the convention, the 
State Department should be compli- 

“Suggestions as to products to be mented for taking the step. 
considered in negotiating with Ecua- The new procedure will help a 
dor may concern either exports or| great deal, because it makes it un- 
imports. Exact technical descriptions | necessary for all business to file 
of the products in question should | briefs or enter appearance when an 
be given, including, so far as possi-| agreement is being negotiated. An- 
ble, their nomenclature in the tariff | MO0uncement in advance by the nego- 
laws of the importing country. These| tiators of the products on which 
suggestions may be submitted in any | duty changes are under consideration 
form, and need not be under oath.| means that only those whose prod- 
They should be addressed to The] ucts are involved need file briefs, or 
Hionorable Thomas Walker Page,| appear, and much needless to-do and | 
Chairman of the Committee for Ree-| apprehension will be eliminated. | 
iprocity Information, 7th and FF] Heretofore all who considered their | 
Streets, N. W., Washington, D. C.,} products might be even remotely af- | 
and should reach the Committee not | tected were forced to appear and | 
later than February 4th, 1937. enter briefs. | 

“Suggestions received by the Com- In spite of repeated insistence by 
mittee for Reciprocity Information| opponents of the trade agreements 
will be distributed promptly to all| program that opportunity is not af- 
agencies of the trade agreements or-| forded for presentation of facts, | 
hearings have been held, and briefs | 
invited, on every agreement thus fa) 
negotiated. After such hearings and | 
consideration final deci- 
sions are made in executive session, 
pub- as they always have been in the past 
lished as part of the formal notice | When congressional committees con- | 
of intention to negotiate | sidered tariff rates. 

“The formal notice, as he believe in raising Ned when a 
will also indicate dates for the sub-| State Department policy is harmful 
applications! to business, and I have done so, but 
for oral hearings, and the dates on|I also believe that constructive steps | 


vhich the eu should he 


Government of 


John Abbink 


resolu- 
concessions to Ecuador (whether in 
the form of reductions in import du- 
binding of existing tariff 
treatment). 


ties or 


ganization for use in the preparation 
of lists of commodities that may be 
involved in the negotiations. The list 
of products upon which the United 
States will consider the granting of 
concession to Ecuador, will be 


of briefs, 


retotore I 
briefs and 


mission of 


sftamary open hearings recognized 


om another advertiser’s list. 


No. 1059. Atlanta and 8 Prosperous 
Cities Within Its Retail Trading 
Zone. 


In this 24 page brochure the At- 


| lanta Journal gives a graphic picture 


of the sales possibilities for adver- 
tisers in the eight principal cities 
f the Atlanta trading area. 


No. 1084. The Very Rich. 
Columbia Broadcasting System has 
issued this study of radio ownership 
and listening habits of Boston’s rich 
est families. The average for the 
families included in the survey was 
three radios for each family. Eigh- 
teen per cent owned five or more. 
while two families reported owner 
ship of 14 sets each. The Colonel's 
Lady and Judy O’Grady are show? 


to have similarly human tastes it 
programs. 
No. 1071. Space Buyer’s Compara 


tive National Magazine Inder. 

This chart, issued by Hunting ¢ 
Fishing and National Sportsman 
gives at a glance some of the more 
important rate and circulation fac 
tors for a number of national mag* 
zines. At the left and across the bot 
tom are agate and pica rules for coD 
venience in measuring copy, while 
lettered vertical and horizontal lines 
give the type page size of the var 
ous magazines, as keyed in a small 
table. 


No. 1085. The Agricultural Outloo' 

Figures on farm income, prices 
implement sales and farm electrific@ 
tion progress are some of the far™ 
business high spots of this fold” 
issued by Midwest Farm Paper Us! 
Inc. 
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: REPEAT SALES 
“e 
ym- 
ind 
Promotion of REPEAT SALES of products sold 
~ through retail outlets is becoming increasingly com- 
petitive. To find “ten-strike” ideas that provide 
Uo 
ing assurance of results, at economical cost, is a problem 
DS, 
the that your Sales Department may be facing now. 
Ex: d : 
ted “U-S” can help you. 
ral . 
ted 
0D 
of , ~ - 
OUR PROFITS and your dealers’ profits depend on Repeat Sales—Turnover. 
\ 
\ ~The friends your product makes in the “‘first sale” are your best prospects. 
ets mn or) T T 
er: hey are your dealers’ ‘regular customers”. How to make them YOUR regular 
ion + . Tos, . . ,  — + 
me customers is a question that “U-S” and its various Divisions are helping many 
concerns to answer successfully. 
JUS 
ing 
Recipe booklets, folders and package inserts are a tested sales-service that builds 
At: 
are repeats. Suggestions for tasty new dishes. variety in meals. . . ideas that provide 
er- 
ies extra hours of leisure, enhance personal attractiveness, explain the versatility 
of your product...for these and scores of other 
nas ideas busy housewives express their appreciation. As 
hip 
ch- a result, your product becomes a “‘regular’’, on the 
the 
vas bathroom shelf, dressing table, in the kitchen or 
gh 
re laundry. 
jer 
el’s 
wn Put your problem up to “U-S” now. A free copy of 
**Check Chart X”’, filled with suggestions for increasing 
- sales, will be sent free, upon request. No obligation. 
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” + AMERICAN LITHOGRAPHIC DIVISION 
pinnae + ATLANTIC LITHOGRAPHIC & PRINTIA 


; H STREET, CINCINNATI hgh ae 
HOME OFFICE: 320 BEECH STREET, CINC HE RIE LITHOGRAPH ING & PRINTI NG DIVIS 


SALES AND SERVICE OFFICES: 


ica 
iy ATLANTA CINCINNATI LOS ANGELES PHILADELPHIA ADVERTISING 
dor BALTIMORE CLEVELAND KANSAS CITY PITTSBURGH Be 
nit BOSTON DETROIT MILWAUKEE SAN FRANCISCO 
— BROOKLYN (Dearborn Station) MINNEAPOLIS SEATTLE 

BUFFALO ERIE, PA NEWPORT, KY.’ ST. CHARLES, ILL. 


CHICAGO INDIANAPOLIS NEW YORK ST. LOUIS 
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& 
Strange 
people —these 
Californians. They 
earn 48% more money. 
Deposit 68% more savings. 

Buy 46% more goods at retail. 
Listen to 33% more radios. Have 66% 
more telephones. Spend 77% more ff 
amusements. File 71% more income tax 


returns than the AVERAGE American. 


@ 89% of all retail sales in California are 
made in cities and towns of more 
than 2500 population and Don Lee 

Golden Group radio stations cover 
most of those towns and cities. 


@ And that isn’t all. Californians 
have listened to the Don Lee 
Golden Group Stations formore 
than two hundred and eighty 
thousand hours—for more than 
fifteen years! This listening is 
fixed by habit. And that's why 
there's such a plus in Don Lee per- i 
formance. It's just as natural to tune in ra i. 
these Stations as it is to reach for a cig- iii, 


arette or hit for the beach on hot afternoons. 


SEE Si 4 th PATO” Tella) ss A 


@ You get most of the best for the least 
when you use the Don Lee Golden Group 


Stations to cover California. ; & 


@ Strange people — these Californians. 


KFRC .... San Francisco 
K DON. Monercy -DelMonte 
K GDM. axe « StOCKtON 
KPMCxwnnnx Bakersficld 
KDB 444+ Santa Barbara 
4 KH] wanna Las Angeles 


KFXM.. Jan Bernaniino 
KVOE nan anne SantaAna 
KGB aanannnnx SQN DICGO 
KXO a annex Centro 


4 Affiliated with 
© MUTUAL BROADCASTING SYSTEM 


THE WILLIAM G. RAMBEAU COMPANY 
Representatives 


CHANIN BLDG.~NEW YORK 
TRIBUNE TOWER=CHICAGO { 
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January 25, 193? Janua 


Voice of the Advertiser 


The Affirmative 
—1,000 Times 


To the Editer: Yes, yes, a thou- 
sand times, yes. The letter in your 
January 11 issue from the Gibson 
County, Indiana, farm boy who has 


gone to the Big City and made good 
in a big way, only serves to empha- 
size the value and importance of the 
work the editors of Capper’s Farmer 
are doing in discovering and promul- 
gating new methods in agriculture. 
Right under the nose of Mr. Stor- 
mont’s kinfolks, 25 Gibson County 
farmers have records of a more than 
100 bushel per acre yield of corn, and 
neither Mr. Stormont nor his kin and 


acquaintances ever heard of it. 
Profits not without honor save in 
their own county, indeed! 


And Capper’s Farmer has records 


of similar results gained by farmers | 


following the recommended system 
in Iowa, Minnesota, Illinois, Ohio, 
Missouri, Texas, Oklahoma, Pennsyl- 
vania, Michigan, Wisconsin, South 
Dakota and North Carolina. Names 
upon request. 

The Dynamic Counsellor does 
things that makes Doubting Thom 


ases rub their eyes. But it does ’em. 


Marco Morrow, 
Assistant Publisher, Capper Farm 
Press, Topeka, Kans. 


Sizzler from Cook's 
Imperial Champagne 


To the Editor: Ring up a black 
mark for Copy Cub! 


v 


Yes, sir, he deserves severe repri- 
manding. 

In the January 4, 1937, issue ol 
ADVERTISING AGE, he infers that 


COOK’S Imperial Champagne is not 


a real, honest-to-goodness champagne. | 


Please be informed that COOK’S 
Imperial is naturally fermented in 
the bottle, which is the time honored 
method of making champagne. The 
FAA permits COOK’S Imperial to be 


called Champagne. (Buy a _ bottle 
and read the label.) 
And your readers will be _ inter- | 


ested to know that COOK’S Imperial 
has been made by the original proc- 
ess for 78 years. Pre-prohibition it 
was sold the world and has 
won humerous awards in France and 
England. 

The chances are that Copy Cub’s 
grandparents celebrated their wed- 
ding with COOK’S Imperial, and so 
did his parents—and with such 
background the apparent error 
more difficult to justify. 


over, 


a 
is 


FRED W. SWANSON, 
American Wine Co., St. Louis, Mo. 


* 


Sales, Research Fields 
Are Only Scratched 


To the Editor: The rubber indus- 
try, reflecting an upward trend in 
American business during 1936 
through its close relationship to the 
automotive industry and the use of 
rubber in many widely diversified 
fields, enjoyed the best year it has 
seen since 1929. 

Further improvement during 1937 
and continued pioneering in develop- 
ment of new uses for rubber will, I 
hope, add materially to gains re 
corded during the past 12 months. 

Referring specifically to The B. F. 
Goodrich Company, in line with our 
established policy, laboratory facili- 
ties for both chemical and physical 
research are being expanded, and ad- 
ditional trained personnel employed, 
to carry on what we consider a prob- 
lem of basic importance; namely, not 
only pure research as relates to rub- 
ber and allied materials, but for the 
testing and development of 
products. 

The estimated consumption in 1937 


new 


is predicated primarily on the _ in- 
crease in motor car production. We 
do not estimate that the number of 


tires sold for replacement will be ap- 
preciably greater than in 1936; as a 
matter of fact, many automobiles go 
through their first ownership with 
the original set of tires. This is due 
to the marked mileage increase built 
into tires today. Twenty years ago 
a tire that lasted 3,500 to 5,000 miles 

as outstanding—today. the 


wser js 


This depar 


tment is a reader’s forum. Letters 
greatly disappointed if he does not 
»btain several times that mileage. 

As yet we have only scratched the 
surface of the possibilities the rub- 
ber industry holds for the discovery 
and sale of new products. Leaders 
in the industry look to the future, 
not only in the hope that it will 
bring increased business, but in the 
assurance that it will bring added 
ypportunities for service to all indus- 
tries and the public. 

Our advertising expenditures dur- 
ing the coming year, directed by P. 
C. Handerson, will approximate those 
of 1936. The tire advertising pro- 
gram will be on a semi-annual basis 
whereas all other advertising, me- 
chanical rubber goods, sundries, foot- 
wear, etc., will be on an annual basis. 

J. D. TEw, 
President, The B. F. Goodrich Co.. 
Akron, O. 
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“My Kingdom for a 
Synonym?” Here ‘Tis 

To the Editor: I have read with 
great deal of interest the bottom 
paragraph under the caption “Rough 
Proofs” on the first page of your is- 
sue of Jan. 11, reading: 

“That new manual for brewery ad- 
| vertising managers would supply a 
long-felt want by listing a few good 
synonyms for ‘gemiitlichkeit’.” 

I believe I have supplied the “long- 


a 


|felt want” in a little verse I wrote 
lon gemiitlichkeit several years ago 
las follows: 

|“A word of much meaning, yet we 
cannot translate, 

|A wonderful word that carries much 
weight, 

| Geniality, contentment, similar words 


| 
we hear, 


| Hospitality, 
very 


goodfellowship, 
near, 
| But you have to assemble them with 
one great might, 
And you have translated Gemiitlich- 
keit.” 


all 


are 


A. E. Scu™mip, 
Louis Post Dispatch, 
Mo. 


St. 
St. Louis, 


* 


To Box 963—A 
Sporting Offer 


To the Editor: TI heartily agree 
with Mr. Hovey’s letter printed in the 


v 


Jan. 4 ADVERTISING AGRE, concerning 
the “presumptuous pup’ who blew 


six bucks for a position wanted ad- 
vertisement a few weeks ago. 

With the appearance of a second 
blast ($4.50 this time, wasn’t it?) in 
the issue of Jan. 11, from the same 
unwilling Philadelphian, I am 
prompted to add a few of my own re- 
marks to Mr. Hovey’s. 

Box 963 says he “graduated college 
35.” So did I. He wants to get 
ahead in advertising. Don’t we all? 
He has a long way to go. So have I. 
He’s been at it 18 months. Check 
me, too. 

Now that it’s settled that I am in 
the same boat and that I have a right 
to chide him, here goes. Brother, 
your first advertisement did you no 


The second did you real harm. 

Don’t you realize, curse you, that 
you are writing a piece of copy for 
yourself when you write those classi- 
fieds? You want to write for your 
living, yet you pass up two perfectly 
good chances to demonstrate how 
well you can do it. Of course, it’s 
your money and you have a right to 
spend it however you wish. But let 
me illustrate by quoting you: “In- 
vite me over to write a specimen 
copy for any program you handle, 
and if I don’t do as good (even for 
first try) anyone you have, I'll 
pay you for taking up your time.” 

Disregarding your tone of voice, 
may I remind you that a good copy 
writer is careful to use good English 
when he writes for publication. That 
sentence licks you right there. 


as 


But all is not lost. You are still 
nothing but a box number. No one 
knows your name. So I make you 
| this sporting proposition: 

Write a straight, serious hard-sell- 
ing advertisement for yourself. Send 
it to me, with a letter giving your 
education and experience in detail 
(you can be funny in that if vou 

a ov ~ » 7 


good, but at least it did you no harm. 


are 


welcome. 


Let me edit 
we'll run it in 


want, but be truthful). 
your copy and then 
the “Market Place.” 
If it doesn’t pull as many bona fide 
inquiries as both of your other adver- 
tisements put together, I'll pay for 
the space. If it does, you pay for the 
space and pay me an equal amount. 
It's a challenge. Are you game? 
Henry A. MATTOON, JR., 
Blackman Advertising, Inc., 
New York, N. Y. 
v 
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“Xmas” Xens New Chapter 


To the Editor: Anent the contro- 
versy which has been appearing in 
the “Voice of the Advertiser” regard- 
ing the use of “Xmas,” it might be 
interesting to quote the following, 
which went the rounds a few years 
ago as a form of ridicule of the ab- 
breviation. 

It originated, I believe, in Frank- 
lin Pierce Adams’s “Conning Tower” 


column in the New York Herald 

Tribune: 

“The sun shone bright that Xmas 
morn 


All over Xendom, 
And Xopher the saXan, 
Felt that the time had come 
To pledge anew his long-felt love- 
And so that day he chose 
To send, with Xian courtesy, 
A lovely Xmas rose.” 
Luioyp S. BELLVILLE, 
Advertising Manager, The Winona 
Republican-Herald, Winona, Minn. 


vv iy? 


Can Dizzy Dean 
Be Overlooked? 


To the Editor: I also read the 
Philly nonpareil position wanted ad- 
vertisement in a recent issue. At first 
I was startled. Then I giggled. I 
ended the reread with a good belly 
laugh, and sat back to await the in- 
evitable fireworks. 

Mr. Hovey’s comments were a lot 
milder than I expected. I’m afraid, 
however, he overlooked the accom- 
plishments of several University of 
Chicago students who finished the 


| prescribed four years’ work in less 
| than 18 months. 


It seems to me that 
been given overdoses of Vitamin B 
(the nerve vitamin). The cure pre- 
scribed in those cases is activity re- 
quiring nerve. He seems to be 
on the road to recovery. 

As an outside-the-profession-reader, 
I think the sporting thing would be 
to give him a chance to make good 
some of his claims. His second ad- 
vertisement indicates his willingness 
to back his claims with his own 
money. He may be the Dizzy Dean 
ot advertising! 


Box 963 has 


well 


It grieves me to see this genius of 


radio and copy go unrecognized. If 
I, one of the profession’s guinea pigs, 
can recognize latent talent, ‘surely 
some of the experts can also. 
C. H. Boyir, 
Chicago, Il. 
* ¥ v 


Out of the Hell 


Box—in the Fire 

To the Editor: C. M. East, of New 
Albany, Ind., who oceupied a bit ot 
your valuable space in the latest is- 
sue, prides himself on having in- 
duced Old Ma Nature to produce 100 
bushels of corn to the acre in the 
“Gibson County System” to which 
the Capper’s Farmer advertisement 
referred. 

Mr. East formerly was 
agent in that now almost 
county, but the present agent, 
Gwaltney, at Princeton, has also 
written me in regard to my challenge 
concerning the 100-bushels-to-theacr« 
claim in Capper’s advertisement. 

Mr. Gwaltney gives full credit 
Mr. East and assures me that “it is 
entirely possible” to produce 100 
bushels of corn to an acre of land. 


to 


“But not just any acre of land” he| 
admits and by no means all over any | 


one county. 
ments must 


“Sufficient food 
available in the soil 
in order that each plant may mature 


be 


a full size ear of corn.” 

So, I'm rebuked in two places, but 
I still contend that the inference in 
the Capper’s Farmer advertisement 


ale i , oe ape 


county | 
famous | 
Roy | 


ele- | 


| HEADS COURSE 


Arthur E. Tatham, advertising manager, 
Bauer & Black, Chicago, heads the new 
lecture course beginning Feb. |, under 
auspices of the Chicago Federated Ad- 
vertising Club. 


in ADVERTISING AGE was too 
that the Gibson County (Indiana) 
system would produce 100 _ bushel- 
corn anywhere, anytime. 

If you see fit to print my further 
comment, O. K. If not, I don’t need 
to tell you where the hell box is. 


strong 


Harry K. STORMONT, 
Advertising Manager, Indianapolis 
Engraving Co., Indianapolis, Ind. 
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Copy Gems in ‘37 

To the Editor: From all reports, 
this year will be one of the most 
prosperous and progressive advertis- 
ing. has had. Master minds will tilt 
with the printed word to a point 
where I believe some of the finest 
writing of our generation will be 
produced and such strides will be 
made in the art and printing crafts 
as would have been thought impos- 
sible a few years back. 

We in the Insurance Advertising 
Conference feel that we have a most 
important year ahead of us. We 
sense a growing interest in insur- 


Steady, healthy growth . 
that is the circulation story of 
The Minneapolis Journal. 


Today—more than 125,000 
families read The Minneapolis 
Journal . from page one to 
the famous back page comics 

. . the most responsive mass- 
buying audience available to 
advertisers interested in Minne- 
apolis and its trade territory. 

The Minneapolis Journal is 
proud of its circulation record 
. .. but prouder of its substan- 
tial growth ... sturdy as an 
oak. Journal circulation is 
growing naturally . without 
MUSHROOMING, without 
EXPENSIVE FORCING. 
Walter E. Thwing, 
America’s leading circulation 
analysts, has stated: “The less 
it costs a publisher to produce 


one of 


samen —_ a _emees —_—— 


=< 
ance among the women of the coy, 
try, housewives as well as wage earp 
ers, and they are demanding info- 
mation on the subject. That puts ;; 
distinctly up to us to provide tp, 
necessary educational material. 
ARTHUR A. FISKE, 
President, Insurance Advertising 
Conference, Newark, N. J 


> + 


Bank Night Diversion 
To the Editor: Will someone 
blessed with more intelligence thar 
I, tell me why all this furor ove; 
theater “bank nights,” as reporte 
in ADVERTISING AGE of Jan. 18, shoulg 
suddenly become one of our country’s 
leading problems? 
I don’t care a hoot whethe: 


ou 
theaters continue “Bank Nights” or 
not. It just seems to me that if th 


courts and others would work up a 
good sweat judging really importan: 
cases they would be serving the ir 
terests of the people in a much more 
valuable way. 

The show-goer pays no premium 
unless it be wear and tear on pet 
corns. If the theater managemen: 
wishes to declare a little dividend or 
increased receipts due to good pr 
motional ideas—well, I’ve neve 
heard of anyone refusing a dividend 
check from the Amalgamated So-an¢ 
So, Incorporated. But it has 
rumored around somewhat that 
of folk bought tickets back in ’29 
didn’t even get to see a show. 


Deel 
lots 
ang 


CHARLES M. Hat 
Hatch Advertising 
Portsmouth, O. 


— 


0 


— Graw-Hill) booth 
stake out 


circulation, the more the circu- 
lation 18 worth to the advertis- 
er. Forced circulation is ex- 
pensive to build and awfully 
expensive to buy.” 

Through years of sound. 
steady growth, and community 
service, there has come to The 
Journal a treasured reward 
READER CONFIDENCE 
There is no more fertile field 
for advertisers than a publica- 
tion that enjoys the confidence 
of its readers. 


STEADY ADVERTISING GAIN 
In advertising linage, as well 
as circulation, The Minneapolis 
Journal is enjoying substantial 
gains ... in all classifications, 


local, national, and classified, 
and in both Daily and Sunday 
editions, 


THE MINNEAPOLIS 


JOURNAL 


“Circulation Can Be Bought—Reader Confidence Must Be Earned” 


O'Mara & Ormsbee, 


Inc., Representatives 
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Ss 'PPOSE some hi igh command cracked down with an order 
like that? A terrific blow to industry? Yes 


partly effective! 


but only 


Millions of women would still be reading the latest editorial 
advice on cosmetics, food, home equipment, apparel, family 


merchandise — and spending money to follow that advice. 
“KP 


What advertiser has not sensed, in women’s magazines, a market 
virtually pre-sold! 

Published first and foremost to meet women’s personal and domestic 
problems, to stir their ambitions, widen their horizons —women’s 
magazines offer advertisers an audience that is acutely conscious of 
needs which only buying can satisfy. 

And no woman’s magazine prepares the market for brand selling 
more thoroughly than does Woman’s Home Companion. 

1500 Reader-Editors keep the Companion in daily contact with wo- 
men’s problems in every locality. Problems of kitchen and laundry. 


THE CROWELL PUBLISHING COMPANY. NEW YORK 
PUBLISHERS OF COLLIER’ 


THE AMERICAN MAGAZINE 


THE COUNTRY HOME MAGAZINE 


Problems of furnishing, decorating, cleaning. Problems of the bud- 
get. And the Companion feeds the answers back month after month 
to the largest women’s audience in the world. In the Companion 
Home Service Center, the only laboratory of its kind, women find 
practical solutions to hundreds of housekeeping questions. Out of 
this rich background the Companion produces more service depart- 
ments and features than any other magazine. 


No wonder the Companion can offer the outstanding pre-sold market 
today. It literally pre-conditions nearly 3,000,000 prospects for your 
sales message. 


woman's fiom 
ompanion 


The lay largest We. oil miarket-2,889,000 women 
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Form New Guild|. 


to Co-ordinate 


Men’s Fashions 


GUESSING GAME 


[x DO YOU K 
=. ~4 


83 MAGAZINES 
MAKE JANUARY 


| 
New York, Jan. 21 In step with] | GAIN OF 1] 8% 
numerous current efforts to dress up 8 
the American male, the Contempo | 
ee ee ee New York, Jan. 21.—Eighty-three 
organized to make available to one 


store each city a men’s fashion 


in 


promotion, coordinating the preducts | 


|monthly magazines began 193 


7 


with 
a gain of 17.8 per cent over January, 


| 1936, according to a tabulation by 


of leading men's wear manufacturers ‘* | Publishers’ Information Bureau, Inc. 
in terms of color, pattern and tex These publications carried 999,899 
ture. lines of advertising in January, 1937, 

compared with 848,790 for the cor- 


Co-operates with Retailers 


stores will 


Enfranchised 


feature | 


Contempo related fashions by means | 


of a promotional campaign that in- 
cludes a store magazine in full color, 
display material and a_ three-page 
full color, bleed section, appearing in 
April Esquire to signalize the begin- 
ning of a schedule in that magazine. 

Originated by George and Jacques 


Newspaper copy of R. H. Macy & Co., 
New York, adds to suspense by building 
up to identification of the store—''The 


responding month of 1936, for a gain 
of 151,109 lines. 


Seven standard magazines made a | 
gain of 17.08 per cent over January, | 


1936. Thirty-six general magazines 
scored an increase of 26.41 per cent 
and 18 women’s magazines registered 
an advance of 1.41 per cent. Four 
women’s groups made a gain of 34.59 
per cent, while five outdoor mag- 
azines gained 3.67 per cent. 


tia 


. WICKEY READY TO WALK WITH INSURANCE 


Signing up a $1,000 “life” insurance policy for Wickey, 17-year-old hat before 


it starts a new promotion trip for John B. Stetson Co., Philadelphia. 
Sillman Evans, president, Maryland Casualty Co. 


Left is 
George V. McKinnon, Stetson 


president, wields the pen. 


Meyer, long identified with the men’s pe ee f 7 ; 1937 1936 
apparel field, the guild will also co- house that Jack (i.e. Cash) built.” (Story Figures for the individual mag-| forum & Century..... 2,797 3,016 tetson hnsures 
<r ; on Page 22.) azines are shown in the following| Harpers Magazine..... 6,900 5,784 
operate with retailers in their main-| _ a Review of Reviews.... 4,462 6,578 ° k i . 
tenance of complete, balanced stocks | — Ch ‘cig Dimas utneeaiinl ; on Scribner’s ...sccsscces 9,850 2,762 1C ey indow 
St 1937 193 
e on nuberdathery ae, Tour 4 ange one Po gg 3.076 2.982 Votal Group. ....* 35,575 30,383 
Cramer-Tobias Co., Inc., New York| Munsingwear Corporation, Minne-| Atlantic Monthly 5.951 7.550) gees OUI Or ’ 
agency, is handling the account. apolis, is now Munsingwear, Inc. Current History....... 2,539 1,743] aenortenm ......«...-. 15,869 14,485 
— = —— <_< — eS American Boy ° 6,272 6,807 
ee ~<a ys yi New York, Jan. 21.—Wickey,” 
nericar se ’ ’ “ ” 
ee, 3,145 2/288 | Celebrated 17-year-old “flying” hat 
Better Homes & Gar- of the John B. Stetson Co., Phila. 
— x dens ........ 9,670 9,380/ delphia, having already circled the 
4 Boys’ idfe ..... 5,970 7,949 : 
FOR AMERICAN MANUFACTURERS Boys’ Life ........... 5,970  7,949| gigbe, "ig going on another siz 
. Christian Herald 6,409 8,379 | months’ tour of Stetson dealers’ win. 
> ‘ 4h ry “ Cosmopolitan 19,194 18,375 | dows 
SELLING IN THE BRITISH MARKET ergy Ce +4 fc 
he dl aa Re 4,230 4,542 ut this time, “Wickey’’ is to have 
ND ov ciwees saws 65,620 39,510|the protection afforded by a $1,000 
ea! Bee Pee eer 62,252 48,032) insurance contract, drawn up in all 
Graduate Group ...... 1,930 2,216 1 it betw Silli ss 
House & Garden...... 16,383 15,0190 | SCmaBKy between iman Evans, 
P . House Beautiful com- president of the Maryland Casualty 
h M ee with Home & ‘iii sone Co., Baltimore, and George V. Mac- 4 
ss... Serre cere rrr ey ,126 »2a% : 
an nh 1S a aZine PR Picea 6 754 3169 | Kinnon, president of the hat manu- 
Vea a avis se 4 See's 3,163 4,497 | facturing company. 
seeders Mncuanix.. »- Hehe Dees Signing of the insurance contract 
e Nationa reographic.. 6,137 508 i rarey : 
° Nation's Business..... 18.630 13,115 | W@8 the current climax to the pro. 
Wi wnes 2 COZ ICV aA e O Open Road for Boys.. 2803 3.548 | motion all quite innocently launched 
Rene ge ge Pre 7,150 Sees when Albert Wickey, an ex-freight 
-opular Mechanics. 21,311 6,539 . : . 
Penular Geieace handler of St. Louis, Mo., ruefully 
Monthly ......... 12,295 13,193 | contemplating his own thwarted ee 
the Saturday Evening Fost Stk “aacrcgs abn 44s | aval earings, ‘one’ day antes 
Scientific American 5,000 3,591 . ’ * ‘ 
Soertn Utusteetes & the Stetson he d worn for 17 years \ 
American Golfer.... 3,653 ...... to an airplane pilot with the request Ch 
BOOTCOINED 2660s ssceos 12,33 10,969 


that the latter give the headgear a 


Spur 22,903 27; 4 “ ’ \ 
| a Eee 23,868 9,796 good ride “since I'll probably never CO 
if Town & Country 29,225 22,032|80 anywhere myself.” 
he Ne eee 6,968 7,077 Since then, “Wickey” has been M 
True Detective : * : 
Mysteries : ... 8,509 3.999 the silent companion of airmen up 
is Vanity Fair (combined and down the world, across the 
"4 WH VORUG? Gucirie sean, “Rava equator, to Europe on the Graf Zep- 
Total Group 179.515 379.309 pelin, down to Africa, up to London I 
Seranienaihe | thence east to the Orient. 
Delineator 1,753 5 | Newspapers, radio and newsreels 
Farmer’s Wife .. 5,673 5, have spread Wickey’s fame and pub 
Good Houseke SpDING..- 23,995 25,06 ) lie interest i tl e he t h _ been 
|Harper’s Bazaar.. 47,796 43,575 ee oe me BAS . 
Holland’s ..... m3 9,586 7.036 | Maintained through extended exploi | 
Home Arts-Needlecraft S41 1,202) tation by Stetson. L 
Household Magazine 9,823 8,065 f 
Junior League —— 
Magazine Sethe 5,994 5,610 | Macfadden's Women’s 
Ladies’ Home Journal. 19,892 24,554 yroup: 
MOOCAE EE 665 56.306 wa cae 20,971 21,989 True Romances..... 9,299 8,600 
Parent’s Magazine... 11,703 13,308 Movie Mirror ...... 10,524 9,066 
PROtODIGY <2. <0 60. 7,250 5,554 Love & Romance.... 8,890 8,157 
Pictorial Review...... 9,200 13,815 tadio Mirror ...... 8,602 7,677 
UNECE «6000: 8,068 6,802 True Experiences... 9,198 8,228 
True Story 11,475 8,044 | Modern Magazines: 
WORRG: 5.05.0 Peiee ate 70,246 63,895 Modern Screen...... 10,113 6,481 
Woman’s Home Com- Modern Romances... 8,565 927 
DANION: a5 i6555: 19,945 23,910 Radio Stare ....+.5. 8,824 6,161 
Woman's World 6,055 9,497 | Screenland Unit: 
— | Screaniand ......... 7,135 5,786 
Total Group.. 296,266 292,128 | Silver Screen....... 7,435 5,912 
THE UNITED STATES has a population of 128,000,000". ENGLAND has a population of 46,000,000. The Women’s Groups - — 
The “Saturday Evening Post" has 2,700,000 circulation}. “Radio Times" has 2,800,000 circulation. It Fawcett Women’s Group: | STOCK GYOUD. 2: 5.056 159,823 118,746 
It reaches approximately one family in every ten. reaches approximately one family in every four. Hollywood Magazine 10,683 6,534 Outdoor 
Motion Picture. 11,022 7,994| Field & Stream..... » 8619 7,427 Ca 
Movie Classic....... 10,952 7,640| Hunting & Fishing... 4,789 4,718 
pereén BOOK......«. 10,745 6,506 | National Sportsman... 5,498 5,601 
VM k j; }; ““R d } Ti ed li Romantic Stories.... 8,462 5,533 | Outdoor Life ......... 5,752 5,694 
/ ) t f "baeae iat cts “Gaiety : 784 
Make sure you have the Kadio Limes on your Its Screen Play Maga: “| Sports afieta. 1200.2) eon 478 
= zine Pesrest 75 6,53 ——_- 1— 
True Confessions... 8,623 6,010 Total TFPOUP. 205.060 29,260 28,224 
On SEPTEMBER 28TH, 192}, the Brit in advance. This means that every vertising income has increased enor- ~ 
ish Broadcasting Corporation tssued issue of the “Radio Times” 1s read mously during the last five years, the PTORONTO 
the first number of the “Radio Times ee day yy day fora whole week. total volume of adv ertising published —— 


It was aninstant success. Today, attet 
thirteen years of steady increase, the 
“Radio Times,” selling at two pence a 
copy, has a guaranteed average cir 


copies pet week, 


culation of 2,! : 


ree 
What is the reason tor this success? 

The “Radio 71 imes”” satishes a real 
need. Published by the British Broad 


which controls 


And who reads the “Radio Times’’? 
People who have money to spend. 
Actually, more : 
with incomes over £4 a week take the 


more than 


than IT,000,000 families 


’ every Friday. This is 
any other publication in 
Great Britain 


Although the “‘Radio Times” ad 


has been kept almost level. This means 
that the “Radio Times” policy is to 
protect the 


you, from 


crowded positions, from too much 


adv ertiser, 


direct competition and the evils of 
unethical advertising. 

If you are selling in the British 
market, then you should be advertis- 
ing in the “‘Radio Times.” Write for 
full information to: 


WINNIPEG 
| LONDON Eng 
aan 


VANCOUVER 


NeW... timely 


STOCK PHOTOGRAPHS 


‘ \ Ready - to- use 
tions’’ submitted 10 days approval 


‘*Reserve Illustra 


casting Corporation 


by mail from world’s largest file 
Cost only $10 each. Model releas¢ 
for advertising use. 


RADIO TIMES 


Guaranteed average net weekly sales 


every radio station in Great Britain 


the “* 


The Advertisement Director, Brit- 


Radio Times” is the only publi ish Broadcasting Corporation, 
cation allowed to print the full details Broadcasting House, Portland Place, 


of the entire week's radio programme 2 ’ 800 ' 000 W.1, London, England. ) 4 UNDERWOOD & UNDERWOOD 

aS inthe « ‘ Bis : , z Be ‘ 
ee een Se hee | — NEW YORK CHICAGO peETRO! 
roe \ * % 


Saeaseianenatsinly ae. 0” ee a ll! \? 
pe ow Wh a ee _.. ~ \\ 
— Ee ; sa | Tl P | - | Be 
J m 
) on wy im | 
a eo a | | 4 ™ 
eee , 
ee o f . 
eee Es 
es | 
, | 
| 
| 
| a ae a WD . cissons LiMiTED - ADVERTISING AGENTS (aa 
ma, iS —_ 
ee MM. oa : i 
ts 


z. 2 NSULTIN : 
5 NGINEEF 
‘ 


> 
~_ 


ee | a) 
~ 


Klint ie ait Se 


BUYERS and SPECIFIERS 


{ Li CONDITIONING BLUE BOOK will 
oo direct to the more than 17,000 men who will set the new sales records 
for air conditioning and heating sales during 1937. Through a perpetual 
check-up, AIR CONDIT IONING BLUE BOOK’S circulation department 
is In comme touch with these men .. . men who have asked for this first 
complete reference data book and are looking forward to its arrival in 
March. These are the men on whom manufacturers’ salesmen would call 
if they knew where to find them . . . the contractors, dealers, distribu- 
tors and wholesalers, designing engineers, consulting engineers, utility of- 
ficials and men who use air conditioning in industry. 


I. its more than 600 pages the AIR CONDI- 
LIONING BLUE BOOK will contain— 


1—More than 150 pages of technical reference data essential in figuring air condi- 
tioning requirements—an unusual feature in this type of publication. 

2—A classified directory of every product entering into air conditioning. 

-A trade name section showing every trade name by which products in the field 

are known. 

+—The names and addresses of more than 3500 manufacturers. 

\—Catalogs of leading manufacturers, separately indexed and with the names of 
such manufacturers identified throughout the other sections. 


o* 


oct AIR CONDITIONING BLUE BOOK 
carry the specifications of your equipment to the men who will have the 
BLUE BOOK at hand for daily reference throughout 1937. 


lorms close early in February. Write ‘now for details concerning 


py requirements, rates, agency commission, etc. 


AIR CONDITIONING 
BLUE BOO K 


Published by the Publishers of AUTOMATIC HEAT and AIR CONDITIONING 
DOMESTIC ENGINEERING...THE PLUMBING and HEATING 
CATALOG-DIRECTORY. 


1900 Prairie Avenue Chicago, Illinois 
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ABOLISH DUAL 
RADIO RATES, 
AVERY ADVISES 


Chicago, Jan. 19.—Lively discus- 
sion of the advisability of abolishing 
radio station rate differentials be 
tween local and nutional advertisers 
served to bring some of the issues 
involved into sharp focus at 
meeting here yesterday of the Sales 
Managers Division of the Commer- 
cial Section, National Association of 
Broadcasters. 


| use 


| rate, 


the | 


| 
| 


L. H. Avery, WGR and WKBW, | 
Buffalo, spoke on behalf of the 
single rate, while Ed Flanigan, 


WSPD, Toledo, later championed the 
dual rate as a necessity under cer- 
tain conditions. The Sales Managers 
Division arrived at no decision on 
the question. 

Hundreds 
of fine, high-speed 
better, faster, personal 
tion have radically changed 
boundaries, Mr. Avery pointed out, 
in attacking the theory that the 
local merchant is entitled to a lower 
rate because he cannot profit from 
a station’s entire coverage. 


of thousands of miles 
highways, and 
transporta- 
buying 


Shopping Areas Widened 


“The retail shopping area of ev- 
ery community has doubled, tripled, 
quadrupled within the last 15 years,” 
Mr. Avery declared. “Some news- 
papers have seen this change and 
are adopting the single rate. Broad- 
casting is new,—why then, should it 
borrow any out-worn concepts of 
any other medium?” 

Mr. Avery emphasized 
that local clients require more serv- 
icing than national accounts, and 
pointed out that practically all na- 
tional clients are served by experi- 
The 


his belief 


enced radio-minded agencies. 
national advertiser should not pay 
more to help a station serve the 


local client better, he said. 

The single rate permits local re- 
tail advertising agencies a _ higher 
commission than does the dual rate, 
and thus encouragés investigation of 
the possibilities and the technique 
of radio, he said. 


Time Sales Helped 

Buffalo Broadcasting 
adopted the single rate plan two 
and one-half years ago, Mr. Avery 
said, citing the change as an impor- 
tant reason for growth in both the 
local and national business of WGR 
and WKBW. 
When BBC 
system, Mr. 


Corporation 


on the dual rate 
emphasized, its 
salesmen found that it was three 
times as effective to tell retailers 
how much radio accomplishes, rath- 
er than how little radio costs. 
Radio stations in “smal!” markets 
are better off selling under the dual 
rate plan than under the single rate 
system, Mr. Flanigan contended. 
In such markets, he asserted, the 
local merchant cannot afford to pay 


was 
Avery 


For a True Test 
of the Midwest 


The 
Omaha World-Herald 


Is Nebraska and Western Iowa’s 
MUST Newspaper 


aN el 


aaemenenl 


| for station coverage which is not of 


to him. 
Helps Local Merchants 


WSPD has worked out an effective 
and practical definition of retail and 
general advertisers, Mr. Flanigan as- 
serted. The station gives the local, 
or retail rate, to the advertiser who 
sells his product at only one address 
in the city. The national, or general] 
is given the advertiser whose 
product is on sale at more than one 
outlet. 


~ 
= 


James to KHJ 


William M. James, formerly with 
Associated Cinema Studios, Holly- 
wood, has joined the sales depart- 
ment of Station KHJ, Los Angeles, 
as account executive. 


Pick 20 Best 
Packages from 


12,000 Entries 


New York, Jan. 19.—Judges in the 
All-America Package Competition last 
week concluded their task of select- 
ing awards in each of 20 groups 
comprising the competition from 
among a total of more than 12,000 
entries submitted. 

Judging was based on every re 
quirement for a successful package 
including the viewpoints of all those 
who can possibly have concern with 
the package and its results. Num- 
bered among the parties whose in- 


terests were kept in mind are the 
consumer who buys it, the retailer 
who sells it, the manufacturer who 
makes it, the production manager 
who adapts it to practice and the 
advertising man who must promote 
it. 

On the committee of judges were 
Kenneth Collins, vice-president of 
Gimbel Brothers; Charles Luckey 
Bowman, Bowman, Inc., local agency; 
George R. Webber, package engineer 
with Standard Brands, Inc.; William 
M. Bristol, Jr., vice-president of 
Bristol-Myers Company; Vaughn 
Flannery, art director for Young & 
Rubicam, Inc.; and Nan M. Collins, 
account executive with the Roland 
G. E. Ullman Organization, Philadel- 
phia arciicy. 

Winners will 


be revealed in the 


—, 


March, 1937, issue of Modern Pack. 
aging, which sponsors the annual 
competition. Formal awards wi}] - 
made at a presentation dinner at the 
New Yorker hotel March 24. 


Seeks Ban of Outdoor 


Liquor Advertising 


Senator Edward J. Thompson has 
introduced a bill in the Pennsylya, 
nia Senate which would Prohibit oy. 
door advertising of liquor ip the 
state, and provide a penalty of $1,000 
for violation. 7 

The bill would not affect 
posters or other outdoor displays 
posted before the effective date of 
the proposed law, or advertising in 
connection with any state store o,, 
erated by the Pennsylvania Liquor 
Control Board. 


Signs 


OMARA & ORMSBEE, 


National Advertising 
Representatives 


Inc. 


ATLANTA JOURNAL + BALTIMORE SUN - BIRMINGHAM NEWS 
MEMPHIS COMMERCIAL APPEAL - MILWAUKEE JOURNAL + MINNEAPOLIS J 


* BOSTON HERALD - 


BUFFALO TIMES + CHICAGO DAILY ¥ 
OURNAL » NEW ORLEANS ITEM-TRIBUNE « NEW YORK HERALD TR! 
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Now Market for 
Grapefruit Gets 


Fillip from Flu 


New York, Jan. 20.—The flu germ 
represent a pain in the chest to 
oat of the population, but to the 
ri, “ida grapefruit growers it repre- 
xs the explanation for the big- 
est market they have ever enjoyed. 

Increased demand for grapefruit 
.eflects the prescribing of grapefruit 
one by many physicians in treat- 
aaa ef common colds, grippe and 
othe wintertime ailments that have 
wept across Eastern and Middle 
western states in the wake of the 
influenza and pneumonia epi- 


may 


rece nt 


demic, according to the Florida 
Citrus Commission office here. 

Earlier in the season grapefruit 
growers were confounded by a 
bumper crop, estimated at 17,500,000 
boxes as compared with 11,500,000 
boxes last season, and thought they 
had no adequate market. Now, ship- 
ments of fresh grapefruit have 
mounted to nearly 400,000 boxes a 
week with canneries consuming an- 
other 250,000 boxes weekly. 

The biggest single buyer of Flor- 
ida grapefruit is the Agricultural 
Adjustment Administration which is 
taking many as 40,000 boxes a 
week for federal relief agencies. 

More than $1,000,000 in newspaper 
advertising of grapefruit also is to 
be spent, John A. Logan, executive 
vice-president of the National Asso- 


as 


ciation of Food Chains, Washington, 
D. C., estimated in announcing de- 
tails of another farmer-consumer 
sales campaign sponsored by chain 


stores. Thousands of sets of adver- 
tising display material also have 


been shipped to cooperating compa- 
nies, he disclosed. 

This campaign, which continues 
through the week of February 25, 
was undertaken by the organized 
food chains at the request of the 
National Grapefruit Growers’ Com- 
mittee, representing the growers of 
Florida, Texas, California, and Ari- 
zona, who are confronted with a 
huge surplus. 

Washington officials see in relief 
distribution and special efforts of 
chain stores a permanent expansion 
of the grapefruit market. 


C0- OPERATIVES 


IN DEPARTMENT 


FIELD FORESEEN 


Boston, Jan. 22.—A league of Co- 
| . 
loperative department stores, each 
lowned by local co-operators and 


|““dealing for the benefit of local con- 
|sumers only” will be the next devel- 
American retailing, ac- 
cording to Edward A. Filene, Boston 


opment in 


|merchant, in his new book “Next 
Steps Forward in Retailing.” 
In discussing the new system of 


azine campaign...A volume circulation 
of 4,500,000 metropolitan-minded 
families . . . First-run fiction and articles 
that win the whole family’s interest. . . 
Long-life, proved by advertisers’ returns 
... Rich color reproduction, at just 4¢ 
per family for a full color page ... And 
that one “extra quality” that can’t be 


bought in other magazines .. . 


... WITH 


NEWSPAPER PUNCH 


With the local sales action of 21 great 
metropolitan newspapers behind it... 
| Which means concentrated circulation, 
averaging 1 in every 3% families in 
these 21 “super shopping centers” . . . 
Copy flexibility, allowing 21 changes 


to list local dealers, etc., on color pages 


:--Dealer influence, thru 


Pers he trusts with his own dollars... 
And a prominent place in that respon- 


Sive shopping center, the local paper. 


A FIRST CLASS 
MAGAZINE 


Offering everything you expect in a mag- 


Ay Wasibigga ig? BOO iii . - 
Mn ip sss. Be se Fm em 


a 


the newspa- 


ee 


= ~ gees 


INNAT] ENQUIRER * CLEVELAND PLAIN DEALER + DALLAS NEWS + DETROIT NEWS > 


INDIANAPOLIS STAR 


HA WORLD-HERALD * PHILADELPHIA RECORD « PITTSBURGH PRESS + ST. LOUIS GLOBE-DEMOCRAT + WASHINGTON STAR 


LEADERS MEET 


‘aed " 5 


y 


Road 


At 
Builders’ Association convention in New 


the 34th Annual American 
Orleans, Rees Jeffreys (left), Great 
Britain road expert, meets Col. Willard T. 
Chevalier, McGraw-Hill vice-president 
and president of the A. R. B. A. 


department store activity, Mr. Filene 


said he believes that the soundest 
and most economical operation will 
be fundamentally the same as that 
used by chains of department stores. 
Weak stores would be taken over 
and reorganized, and this should 
have a healthy effect upon retail 
business in general. 


One of the fundamental weak- 
nesses in present-day distribution, 
Mr. Filene declares, is that high 
profits are looked for by buying 
cheap and selling dear, instead of 
serving the customer better. There 
|is also a definite lack of scientific 
method in determining customer 
wants with the resulting dearth of 


facts to back up merchandising pro- 
grams. The basis of the selection 
of merchandise, he says, is too fre 
quently determined by blind follow- 
ing of competitors and persuasive 
salesmanship of manufacturers. 

Large-scale retailing is most effec- 
tive in the chain of department 
stores because such an organization 
lends itself most readily to large- 
scale merchandising, Mr. Filene de- 
clares. With multiple units, it reach- 
es a great many customers, and thus 
develops a large volume of sales by 
selling only a few standardized 
items in each line. 


Hits High Pressure Sales 

Mr. Filene attacks high 
selling and places the 
high pressure selling on advertis- 
ing, featuring exaggerated illustra- 
tions and copy about bargain sales 
with comparative prices. 

“High pressure selling will de- 
stroy more good will and cause 
greater increase in expense than any 
supposed gains through additional 
sales can possibly offset,” the Boston 
merchant says. 

One of the most important meth- 
ods of satisfying the consumer is the 


pressure 
blame for 


proper labelling of merchandise. He 
suggests that labels use non-tech- 
nical language and bring out the 


good and also the bad qualities of 
every piece of merchandise of sale. 
Finding the facts on labels attached 
to all articles will lead to more care- 
ful buying and a greater co-opera- 
tion from manufacturers, he asserts. 

“Next Steps Forward in Retailing” 
is published by Harper and Broth- 
ers. Collaborating with Mr. Filene 
in the book were Werner K. Gabler, 
director of research, Gimbel’s, Phila- 
delphia; and Percy S. Brown, asso 
ciate of Mr. Filene. 


H EL P indeed 
for the harried 
advertising 


\ manager who 
_ knows heshould 
/ use color, but 


who thinks he 
can’t afford it. 


Rotary color 
printing on 
newsprint is 
definitely a low- 
priced advertising medium. 
It's RIGHT, for consumer 


broadsides, folders, booklets. 
New samples available. 


SHOPPING NEW 


- (LEVELAND. OHIO. 
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Cash and Civic 
Pride Linked in 
R. H. Macy Copy 


New York, Jan. 21.—Copy writers 
for R. H. Macy & Co., Inc., found 
adroit verbal bridges between such 
standard themes of Macy advertising 
as cash and economy and 14 photo- 
raphic reproductions of well known 
and unusual New York spots, illus- 
trating a seven-column institutional 
advertisement last week in the 
Times 

Headed, “Do You Know New 
York?” the copy included an aerial 


view of Macy’s, “the house that jack 
built ... and ‘jack,’ as you doubtless 
know, means CASH.” The store was 
further designated ““New York’s own 


civic center.” 


} 
| 


Typical tie-up of an illustration to} 


the Macy story was the caption un- 
der a marine photo which points out 
that New Yorkers can go sea voyag- 
ing for a nickel but—it’s “a strictly 
cash proposition.” 

Included in the advertisement 
a box identifying the views 
ranged from the Metropolitan Opera 
House stage to Macdougal alley and 


was 


| 


which | 


|}cial Section, National Association of 


STANDARD UNIT 
TIME SCALE IS | 
URGED BY S.M.D. 


Radio Sales Chiefs Stage 
First Annual Meeting 


20. of 
discounts 
aud a standardized scale of units of 
for were urged by the 
Managers Division of National 
of at its 
first annual meeting, which closed | 
here yesterday. | 
The will | 
ommendations along to the Commer 


Chicago, Jan. 


Adoption 
standardized frequency 
time sale 
Sales 


Association Broadcasters, 


Division pass these rec 


Broadcasters, for consideration at 
the next N. A. B. convention. 

The recommendations climaxed a 
two-day meeting, crowded with ad- stations from coast to coast. J. Bury] 
dresses by leaders in the radio sta-| Lottridge, KOIL-KFAB, Omaha and 
tion field, advertising agency execu- | Lincoln, Nebr., chairman of the Divi- 


a rustic appearing hideaway in the|tives, and advertising managers, and | sion, presided. 


Bronx. 


ADVERTISING 
136 Travel Accounts Appeared in 


HARPERS MAGAZINE 


It is significant that nearly every Trans-Atlantic 
and Trans-Pacific $.S. Line was represented, as 
well as the important Railroads, Travel Agen- 
cies, Resorts and Hotels ...The reason back 
of the success of Harpers Magazine in this 
field is a circulation entirely among active- 
minded men and women with incomes and 
leisure that permits them to indulge in 
the luxuries of life—a most responsive 
market for all quality products. 


‘450. Per Page 


} 


IRCUL 


attended by 80 managers of radio | No action was taken on the ques- 


during 1936 


the lowest rate per page 
per thousand in 


the Class field 


Preparing for a chapter of the new series of agency broadcasts over Station 

WGAR, Cleveland, Royal M. Alderman, vice-president, McCann-Erickson, Inc. 

(left), Cleveland, goes into a huddle with John F. Patt, WGAR's general man- 
ager. Thirty-seven agencies, in turn, will stage the programs. 


tion of recommending to the Com- 
mercial Section the discouragement 
of the national-local rate differen 
tial, in effect at most stations. This 


move had been proposed by various 
groups at previous sectional meet- 
ings of the Division. A report of 
discussion of the differential appears 
elsewhere in this issue. 

| “The Sales Managers Division reg- 
| isters its approval of the purpose of 
|the resolution passed by the Na- 
| tional Association of Broadcasters in 
convention at Cincinnati in 1934 
which proposed a standardized scale 


of units of time for sale and quan- 
tity discounts” the recommendation 
read. 

“Since that time considerable 
progress has been made by _ the 
broadcasting industry and there is 


now a definite attitude on the part 


pressed desire by many agencies 
and advertisers to standardize more 
definitely the matter of units for 
sale and quantity discounts.” 


List Standard Units 
. a ‘ 

The standard units of time for sale 
which the Division suggested in- 
clude. one hour, one-half hour, one- 
| quarter hour, and five minutes. Fur- 


ther consideration should be given 
the question of standardizing an- 
nouncement units, the recommenda- 


tion stated. 

The quantity discounts suggested 
were: 13 times, 5 per cent; 26 times, 
10 per cent; 52 times, 15 per cent; 
100 times, 20 per cent; and 300 
times, 25 per cent. The group also 
recommended that all rate cards 
should be printed to show the actual 
rate or cost after application of 
these quantity discounts. 

The Sales Managers Division also 
called the Commercial Section’s at- 
tention to the fact that ‘‘consider- 
able confusion exists in the broad- 
casting industry with respect to 
whether announcements or spots 
should be combined with program 
units of time of five minutes or long- 
er in the matter of figuring dis- 
counts.” 


Fix Spot Rules 


The Division recommended that an- 
nouncements or spots of less than 
five minutes’ duration should not be 
combined with units of time of five 
minutes or longer in figuring dis- 
counts. It proposed that announce- 
ments or spots of less than five min- 
utes should be combined in figuring 
discounts and that units of time of 
five minutes or longer should be 
combined in figuring discounts. 

The Division also recommended 
that the standard sales contract, 
drawn up as a result of an agree- 
ment between the American Asso- 
ciation of Advertising Agencies and 
| the National Association of Broad- 
casters several years ago, be revised 


and brought up-to-date, with minor 
changes. 

Too many stations are taking a 
}eomplacent attitude toward the pro- 


°ram structure, T. F. Flanagan, pres- 


ident of Penn Tobacco Co., Green- 
|wich, Conn., maker of Kentucky 
| Winners cigarettes, told the sales 
|managers. His plea for more em- 


| (Continued on Page 28) 


| mobile 


SOBER MOMENT FOR AGENCY "EXPOSE" COLORED LIGHTS. 


| apolis. 


| speed 


|} them. 


GAUGE SPEED ON. 
CONTROL DEVICE 


Zone-0-Trol to Market Ney 
Governor 


York, Jan. 20.—A new auto 
safety device by which 
car’s top speed can automatically b 
limited to 30, 45 or 60 miles an h 
at the driver’s will is to be marketed 
immediately by the Zone-O-Trol Co; 
poration of America, Inc., Minne J 


New 


G 


by a dial on the dash 
Zone-O-Trol is said to limit a car's 
without impairing its pickuy 
or power. Sponsors of the devicé 
predict that important markets will | 
be provided by fleet owners and als 
owners of individual cars wh ‘ 
younger persons to drive 
This would mark the first 
approach in the field to the private 
car owner. It was pointed out in 
this connection that the Zone-O-Tro] 
may be locked at any desired 
speed and the key removed. 


Has Color Lights 


To fit in with a color zoning 
scheme for highways, rapidly gain- 
ing favor in Minnesota, the new ac. 
cessory causes three lights of 
many colors, front and rear, near the 
license plates, to flash in different 
colors, thus warning approaching 
motorists and those behind of the 
speed classification to which the 
switch is turned and the car is at 
tuned. 

Under the Minnesota color zoning 


Operated 


by 


permit 


top 


as 


|plan, the customary speed-limit signs 
of the broadcasters as well as an ex: | 


which designate speed limits by 
means of copy are being replaced by 
signs of various colors with each 
color designating the prevailing 
speed limit according to a code in 
state-wide operation. The plan is 


said to be looked upon with marked 
favor in various sections of th 
country. With this in mind, Zone-O 
Trol lights will be keyed to the pres 
ent Minnesota color code. 


President of the distributing or 
ganization is J. J. Huebscher, in- 
ventor of the device. Manufacturing 
operations are in the hands of the 


Pierce Governor Co., Anderson, Ind 
which is rushing production on more 
than 5,000 units. Various nationalls 
known fleet operators already hav 
the device in service, it was stated 

Media for the advertising cam 
paign are now being selected by 
Batten, Barton, Durstine & Osborn 
Inc., agency in charge. 


Olds Leaves Reo 


R. E. Olds has resigned as chair: 
man of the board and director of thé 
Reo Motor Car Company, Lansing, 
Mich. He was one of the organizers 
of the company. 


Don't wrestle with the problem 
of chain groce:y coverage! Use 
the paper reaching 


@ Executives of every food 
and grocery chain plus 
22,000 store managers. 

@ 14,337 exclusive 


coverage 


—not duplicated 
other paper. 

@ 30,000 total circulation — 
SG. Ge A, 


EE 


18 East 41st Street, New York 
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eS 
SING RESULTS 


“As Far Back as the Records Go 
The Chicago Daily News 


Has Carried MORE 


Department Store 
Advertising 


Than any other Chicago Newspaper, 
morning, evening or Sunday. 


THE CHICAGO DAILY NEWS 


Chicagos HOME Newspaper 
WITH THE MOST VALUABLE CIRCULATION IN THE CITY 


GEORGE A. McDEVITT CO., Eastern Advertising Representatives . . . 444 Madison Ave.,. NEW YORK . . . 12 South 12th St., PHILADELPHIA 
JAMES L. LENOX, Eastern Representative Photogravure, Color Comics and Retail . . . 444 Madison Ave., NEW YORK 
J. RAY SCOLARO, JR., Manager Detroit Office . . . 4-119 General Motors Building, DETROIT 
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URGE TIGHTER 
SELF CONTROL 
BY RETAILERS 


Truth - in - Advertising Dis- 
cussed by N.R.D.G.A. 


New York, Jan. 19.—Self-regulation 
must be rigorously employed by ad- 
vertisers to maintain confidence in 
advertising, sales promotion man- 
agers of retail establishments were 
told today at the National Retail Dry 
Goods Association convention § at 
Hotel Pennsylvania. 

In a lengthy discussion of this 
problem, the retailers were inclined 
to place the blame on national adver- 


tisers. On the other hand, the ques- 
tion of whether there actually has 
been a loss of confidence was raised 
and one store owner expressed his 
belief that advertising has greater 
acceptance today than ever before. 

Paul E. Murphy, Frederick Loeser 
& Company, Brooklyn, declared that 
the retailer, in intent at least, is 
doing his part to prevent loss of con- 
sumer confidence in advertising. He 
listed co-operative efforts toward this 
goal in various parts of the country 
and recalled that at the American 
Association of Advertising Agencies’ 
convention last year one group of ad- 
vertising men favored the N. R. D. 
G. A. way of handling the problem; 
another, the use of any methods that 
sell goods. 


Suggests National Control 


Mr. Murphy questioned whether 
something should not be done to 
curb harmful practices in the na 
tional field. Camel advertising, he 
asserted, is doing more to strain the 
credulity of the public than most 
other advertisers. But the result in 
sales was a gain in 1936 of 10 billion 
cigarettes over 1935 against a gain 
of but one billion for Chesterfields, 
whose advertising he regarded with 
favor. 

Others at the meeting were quick 
to demand that retailers clean their 
own houses before turning to the na- 
tional field, pointing out that the 
continued misuse of comparative 
prices breaks with all the funda 
mentals of the truth-in-advertising 
" movement, 

“T can’t get up in the middle of 
the night and worry about what na- 
tional advertisers are doing,’ Paul 
Hollister, R. H. Macy & Co., Ine. 
New York, declared. 


Retailers Handle Bulk 


Three-fourths of all advertising 
comes over the signature of retail 
ers, he stated, adding that he does 
not believe the cigarette company 
should be scolded. Mr. Hollister sug- 
gested retailers should analyze Camel 
copy for its positive or pleasurable 


FSSMANNAAAAAAAAVAA SAAN 
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1936 was the erght- 
eenth consecutive year 
The New York Times 
led all New York news- 
papers in Total Adver- 
tising. 


Why? 


Because The Times 
market of active, above- 
average-income families 
is basic to selling suc- 
cess in this market. 


Che New Pork Times 


“All the News That's Fit to Print” 
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elements and remember that “Camel 
was once the demure Chesterfield,” in 
its way of advertising. 

William H. McLeod, Wm. Filene’s 
Sons Co., Boston, pointed out that 
the Better Business Bureau has found 
some of its greatest trouble in copy 
run free of charge for the retailer 
by a manufacturer. 


A Local Problem 


In handling the problem of loss of 
confidence, it was suggested that re- 
tailers get together locally, since this 
is a local problem, and take definite 
remedial action, and, rather than 
calling on the publishers for initia- 
tive, merely seek and obtain their 
support once the project is under 
way. 


LEG APPEAL 


Novel cartoon series for hosiery 
Kansas City, Mo., 
newspapers by Adler department | 
store with less than 10-word sales 


fs water 


3 Houses For 


$30,000,000 
Bridal Market 


New York, Jan. 21.—Aimed at this 
year’s estimated $30,000,000 bridal 
market, three “bride’s houses” will 
be opened in a special hall at the 
Savoy-Plaza hotel on March 20 under 
th sponsorship of House Beautiful. 

Included will be two completely 
furnished 5-room suburban homes, 
one emphasizing the modern note, the 
other following traditional motifs, 
and a two-room bridal apartment to 
demonstrate the combination of 


a 
beauty and utility for gracious living 
in restricted space. 

More than 80 organizations, among 
them a number of national adye. 
tisers, are participating in the ey. 
hibits which, after the New Yor, 
showing, will go on display in 1 
department stores in as many ke 
cities across the United States, 

The promotional program provides 
for extensive magazine and news 
paper tie-ups and point-of-sale pyp. 
licity. Three previous annual shows 
of a like nature featured but one 
house, 


Casebeer Appointed 
Edwin F. Casebeer has been ap- 
pointed advertising manager of 
Statesman, Boise, Idaho. 
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% aay National Campaign 


for Packaged Goggles 


The American Spectacle Company, 
manufacturer of patented Azur- 


Inc., ; : 
ine goggles, will stage an extensive 
campaign to advertise its new line of 
packaged goggles for the drug trade. 
The idea of packaging goggles at pop- 
ajar prices is unique with this line. 
“Large space in trade papers and di- 
+ mail will be used from January 


May. Zinn & Meyer, 
vew York, is in charge. 


Inc., 


Black Joins Agency 
teonard F. Black has joined Red- 
e]jd-Johnstone, Inc., New York, in 
n executive and contact capacity. 
jlack was formerly with Pic- 
Review. 


yer Missi 
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Screen Campaign Plans 
Mapped by Advertisers 


tisers utilizing screen advertising to 
tell their sales story to motion pic- 
ture audiences are expanding bud- 
gets for this comparatively new me- 
dium in 1937 over 1936, a survey dis- 
closed today. 

This year the third in which 
Westinghouse Electric & Manufac- 
turing Company, Mansfield, O., has 
}made screen advertising available to 
| refrigerator dealers, and will witness 
ja marked expansion of activities, J. 


is 


Chicago, Jan. 20.—National adver-|G. Baird, merchandise sales promo- 


tion manager, told ADVERTISING AGE. 
In 1935 the company’s films were 


shown in 382 theaters, and in 1936, 
in 627 theaters. For 1937, Westing- 
house hopes to get into a total of 


1000 theaters. Its dealers pay 50 


per cent of the showing cost. 


Use Black and White 


Nine one-minute Westinghouse 
movie trailers have been prepared 
for 1937, Mr. Baird said. Seven are 


es : 


} 


; Cause 


|} shown 


190 feet 


| Technicolor 
| Mr. 


Brazil to back a ‘Worl 


in Technicolor, and two in black and 
white. Up to this year, all Westing- 


house refrigerator screen advertising | 


films have been produced in Techni- 
color. 

The black and white subjects 
added this year will tell about the 
Government purchase of 16,697 
Westinghouse refrigerators for PWA 
slum clearance use, the largest single 
refrigerator purchase ever made. 
They are titled “Uncle Sam’s 
Choice,” and “It’s 10 Year Economy 
That Counts,” and employ the news- 
reel technique. 

One of the color films, “World 
Wide Proof,” tells the story of the 
1937 Westinghouse “Kitchen-Proved” 
testing program, and explains the 
meaning, from the refrigerator buy- 
er’s standpoint, of the 623 certified, 
scientific tests in 89 home proving 
kitchens in all parts of the world. 


Tropic Scenes Taken 


Turning to the distant tropics for 
background, the film, “In Hell’s 
Kitchen,’ shows how a _ Westing- 
house refrigerator keeps food safe 
and healthful for days beyond actual 
requirements, in Belem, Brazil. 
picture points out that the 
were certified by the head of Belem’s 
health department. 

Other films in the 1937 color series 
are entitled “Proved in the Tropics,” 
“Proved Savings,” “Every Day Econ- 
omy,” and “By the Clock.” 

In launching a film advertising 
campaign, Mr. Baird said, Westing- | 
house attempted to produce pictures | 


tests 


| that would have entertainment value, 


so as to win a favorable audience | 
reaction. The company’ guarded | 
against films which might be too 
“strong” in their advertising ap- | 


proach. 

The one-minute Westinghouse film, | 
long, is divided into 10 feet | 
title, 70 feet for action and 10 
feet for dealer signature. 


for 


Realism for Foods 
Westinghouse pioneered the use of | 
in advertising, 
Baird said. Westinghouse uses 
color because it believes color has 
“entertainment value,” and also be- 
foods in the interior of a re- 
frigerator look more appetizing in 
olor, he explained. 

Seven Technicolor films were | 
by Westinghouse in 1936. | 
otal attendance at the 627 theaters 


screen 


“Hell's Kitchen,"’ one of the new Westinghouse technicolor trailers, 


The | 


FILMED SALES MESSAGE FROM THE TROPICS 


penetrates 
d-tested" sales theme. 


| where the films were used was 15,- 
| 653,408. 

The total cost to Westinghouse for 
its 1936 screen advertising of refrig- 
lerators was $44,238, Mr. Baird said. 
| Production costs accounted for $18,- 
of this sum. Showing costs 
aggregated $50,571, of which dealers 
paid $25,285. Total cost per person 
was 4.4 mills. Westinghouse’s share 
of the cost per person was 2.8 mills. 

A new dealer folder, “Technicolor, 
Sound Movies Sell Westinghouse Re- 
frigerators,” has been prepared. It 
outlines the 1937 campaign, and re- 


952 


sults of a questionnaire mailed to all 
Westinghouse dealers using 1936 
movie trailers. 
Inquiries Tabulated 
The survey showed that each 


dealer procured an average of 23,534 
impressions with the trailers. 
Seventy-one per cent of the dealers 
replying reported prospect inquiries 
resulting from the trailers. Actual 
sales directly traceable to the trail- 
ers were also reported. Definitely 
favorable results were reported by 
| 87 per cent of the dealers. 


| Tie-ins such as lobby and window 
displays were reported by 53 per 
cent of the dealers who used the 


| movie trailers in 1936. Westinghouse 


urges its dealers to such dis- 
| plays, and to employ contests and 
| other promotional devices. 
Increased use of the medium by 
j}advertisers who will provide a high 
type of advertising film will result 
in a higher standard for screen ad- 
vertising, Mr. Baird believes. This 


use 


in turn will win a warmer reception 
from theater audiences, and in turn 
(Continued on Page 30) 
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INSTITUTE 


No. Michigan Ave., Chicago 
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1 copy of your free book on Por- 
Enameled Signs 
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= — Po lands in America! x 
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| | 


) e . land Daily Press Association, Sher- Urges 1938 Exposition | | GOES NATIONAL 
Coming ge igg eae | for North Carolina PAGA LAYS PLAN | 


23-26—American Manage- ; ; 
ment Association annual Packaging|, G0v- Clyde R. Hoey has suggested 


7 
Con ventions Exposition, at Hotel Pennsylvania, | to the North ( arolina Board of Con- é : 
cone Wank |servation and Development that an i 
New York. exposition of the proportions of the AMOTRMAGD 


Sept. 13-16—Annual convention, |Texas Centennial be planned for the 


Jan, 27-28—Michigan Press Asso-| Financial Advertisers Association, | state in 1938. in connection with the j 
ciation winter meeting, at Michigan | Syracuse, N. Y. 1350th anniversary of establishment 
State College, E. Lansing, Mich. lof the English-speaking civilization 


— 


esa 
\ wkderou (> 
nf 


Jan, 25-26—New York Association : in America in the Roanoke Island 
Daili annual convention, Hotel colonies, 
Scion Gea: ow Gets Hat Accounts He also urged state participation | Tawncand Outlines Move at 
‘Jan. 26-28—Texas Hardware & Im-| Wm. Knowlton Co, and The Brew-|in the New York World’s Fair. | | 


nlement Association exhibit, Baker | Ster Hat Co., manufacturers of wom- —_—_— H : 
en's hats, have appointed Husband |} | 1 in a dd 


Hotel, Dallas. & Thomas Company, Inc., New York, To “Review of Reviews” 


| 
| 
| 
| 
| 
| 
| 


Feb 8-10 Annual convention, Mid to direct their advertising Brew- N. Frederick Foote, Boston, has A 
west Circulation Managers Associa-| ctey copy will feature the “Tailored-|been appointed New England man Salt Lake City, Jan. 20.—A “Uni- ms) 
tion, Kansas City, Mo. to-Type” hats, designed for round,|ager of Review of Reviews, New | Yersity of Advertising” will be con- | | 

Feb. 16-17—Annual convention, In-| oval, square and heart-shaped hats | York. ducted at the annual Pacific Adver- | 


s ——_ 


se “ — — 


Featuring 15 varieties and a novel thumb 
control, Lucretia Vanderbilt, Fairfield 
Conn., launched national distribution on 
| Jan. 15 of automatic lipsticks. This dis. 
play stresses the entire assortment. 


tising Clubs Association convention 
here June 13-17, Lou E. Townsend 
president, disclosed at the annual 
mid-winter two-day conference which 
wound up here yesterday. 

Experts in various phases _ wil] 
head the classes giving detailed in 
struction on the science and tech 
nique of advertising, Mr. Townsend 
said. 

Other speakers at the conference 


) ADVERTISER e AGENCY included Mary McDonald, Tacoma 
Wash., vice-president at large 
ADVERTISER e AGENCY National Biscuit Company McCann-Erickson, Inc. James Lightbody, Vancouver, B. C 
Allegheny Stee! Walker and Downing . National Tuberculosis Ass‘n. Direct past president and director; Flo 
Allis Chalmers Mig. Co. _ Bert S. Gittins Advertising Agcy. ; News-Week. Inc. Direct ence Gardner, San Francisco, execu 
Amer. Washing Machine Mirs. Ass'n. | Meldrum and Fewsmith, Inc. Niagara-Hudson Power & Light Batten, Barton, Durstine 6 Cater. Inc. tive secretary; A. A. Campbell, presi 
Armand Company _H. W. Kastor Advtg. Co., Inc. Oneida Community Plate Geyer, Cornell & Newell, Inc. dent, Salt Lake Advertising Club 
Aurora Laboratories Aubrey, Moore and Wallace Orbit Gum Baggaley, Horton and Hoyt, Inc. and Don E. Gilman, San Francisco 
Axton-Fisher Company Kenyon and Eckhardt, Inc. Peaslee-Gaulbert _J. Stirling Getchell. Inc. past president and National Broad 
Beaumont Laboratories H. W. Kastor Advtg. Co., Inc. Ponnsytvente Rubber Company Walker end Downing casting Co. Western division vice 
Setlemeate Shee Go. Badger, Browning & Hersey. Inc. Perfect Voice Institute Matteson-Fogarty & Jordan Co., Ing, a president, 
Scene Desthens Sheen tee Philco Radio and Television Corp. Hutchins Advtg. Company : ‘ 
: : 7 “a Phillips Packing Company Blackman Advertising. Inc, Not a Luxury 
Booth Fisheries Corporation H. W. Kastor Advtg. Co., Inc. : . 

Boyle, A.S.Company Blackett-Sample-Hummert, Inc. Pittsburgh CoalCompany Walker and Downing Mr. Gilman, principal speaker at a 


Plymouth Motor CarCompany _ J. Stirling Getchell, Inc. 
Procter and Gamble (Drene) H. W. Kastor Advtg. Co., Inc. 
Procter and Gamble (Dreft) Blackett-Sample-Hummert, Inc. 
Procter and Gamble (Oxydol) Blackett-Sample-Hummert, Inc. ladvertising to lead the way in this 
Procter and Gamble (Lava Soap) Blackett-Sample-Hummert, Inc. returned prosperity = 
Procter and Gamble (White Naphtha) Blackman Advertising, Inc. = OF vd 
Procter and Gamble (Crisco) Blackman Advertising, Inc. | Advertising could have been used te, 4 
—* : : |to combat the depress ” he de 
Radio Bridge Ad Service Direct ; a? pression, hat 
Republic Steel Corp. Meldrum and Fewsmith, Inc. cares. = ls — : wendy but @ 
SeetiGuiades Uinewes tiene | RaUrRRO® factor in business. Adver: 
Richfield Oil Co. of Calif. H.C, Bensten Agency peti should be a definite part of all 


special session here yesterday, at 
which members were guests of th 
|lecal Rotary Club, urged the duty of 


Jack Brinkley Direct 
Buick Motor Company Arthur Kudner, Inc. 
Burnett, Joseph, Company Batten, Barton, Durstine & Osborn, Inc. 
Champion Coal Company Walker and Downing 
Chesapeake & Ohio Railway Campbell-Ewald Co., Inc. 
Chevrolet Motor Company Campbell-Ewald Co., Inc. 
Coca Cola Company D’Arcy Advertising Company 
Colonial Biscuit Company Walker and Downing 
Crosse and Blackwell Van Sant, Dugdale & Co., Inc, 
H. B. Davis & Company Van Sant, Dugdale & Co.., Inc. 
The Drackett Company Ralph H. Jones Company 
Drezma, Inc. Neff-Rogow, Inc. 
Du Pont de Nemours & Co. Batten, Barton, Durstine & Osborn, Inc. 


Richfield Oil Co. of New York Fletcher and Ellis, Inc. a See ae ee , 
Samson United Corp. Hutchins Advtg. Company |of living and the luxuries enjoyed 
Scull, William S.. Co. Kenyon and Eckhardt, Inc. | Americans at reasonable prices are j A 


Eaton Products, Inc. Meld dF mith, Inc. a ee ee a ” . 
psandieg cceceat argent ge thing Servel Sales, Inc. Batten, Barton, Durstine & Osborn, Inc. j|luade possible by advertising. ee 

Edgeworth Tobacco Co. Marschalk and Pratt, Inc. Discussine c . ; Mi 0 

Richard Fella (Reverend) Divoct Skelly Oil Company Russell C. Comer Advtg. Co. \. scussing convention plans, MI 
: | Townsend predicted more than 60 ‘ 
Fitch, F. W. Company Batten, Barton, Durstine & Osborn, Inc. ; Smith Bros.. Inc. Brown and Tarcher, Inc. . thee os ee 2 . sae . we ~~ 
Folger. J. A. Blackett-Sample-Hummert, Inc. Squibb, E.R. and Sons Geyer, Cornell & Newell, Inc. 0 le countrys leading advertising 
: Peed Dechem ok Remedies N, W. Ayer & Son, Inc Sterling Products, Inc. Stack-Goble Advtg. Agency men and women will attend the con 
; We . Inc. ; i : ‘lave. 2 als isclose ans for 
French Lick Springs Hotel Corp. _H. W. Kastor Advtg. Co., Inc. Sterling Products, Inc. Blackett-Sample-Hummert, Inc. : He also disclosed plar f , | 
; : Studebaker Corp. Roche, Williams & Cunnyngham a special broadcast to be transmitted 
General Baking Company _ Batten, Barton, Durstine & Osborn, Inc. : sige * call 
General Electsic Company Maxon, Inc Stewart-Warner Corp. Blackett-Sample-Hummert, Inc. by shor t wave to Europe and Soutl 
General Shoe Company Badger, Browning & Hersey, Inc. Sure Selviair Broadcasting System sane tee as another feature of the 
: Tattoo, Inc. H. W. Kastor Advtg. Co.., Inc. convention. 
Goetz Brewing Co. Potts-Turnbull Co., Inc. : : At the e ludi ; i h 
Gold Dust Corp. Batten, Barton. Desatine 6 Caberm. Inc. Time. Inc. Batten, Barton, Durstine & Osborn, Inc. At ne concluding session of t é 
Grove Laberutedies. Inc. H. W. Kastor Advtg. Co., Inc. Varady of Vienna Baggaley, Horton and Hoyt, Inc. conference the club members voted 
Hickok Oil Company Russell C. Comer Advtg. Co. Wadswarth, Howland & Co. J. Stirling Getchell, Inc. to include a salesmen’s departmental 
Hurley Machine Company Hi, W. Kastor Advig. Co., Inc. Walker Remedy Company Weston-Barnett. Inc. at the convention. The Salt Lake 
Independent Grocers Alliance Ghastee Dental Pree Oo. “A Wander Company Blackett-Sample-Hummert, Inc. City chum also received a charter 12 
Institute of Applied Science | Matteson-Fogarty Jordan Co., Inc. oe paety ond M. W. Raster Aavig. Co. ine. me PF. A. 0, S. 
International Ass‘n of Ice Cream Mirs. Campbell-Ewald Co.., Inc. ‘ibe Qs for aa = W. Kastor Advtg. Co., Inc. 
Kelvinator Corp. Geyer, Cornell & Newell, Inc. : ae HOMES WEES eo. irect . 
Y Wildroot Company __ Batten, Barton, Durstine & Osborn, Inc. Pendill for Self 


Kroger Grocery and Baking Co. Ralph H. Jones Company 


Larus & Bros. Company Stansted end Beal, ns. oe Candy Co. H. W. Kastor Advtg. Co.., Inc. | Claudius G. Pendill, Newburyport 
A. H. Lewis Medicine Corp. H. W. Kastor Advtg. Co., Inc. ilson and Company Harvey and Howe, Inc. Mass., formerly vice-president ye 
: Lyko Medicine Company H. W. Kastor Advtg. Co., Inc. Wyeth Chemical Co. Blackett-Sample-Hummert, Inc. charge of sales and advertising - 
enew Gempeny  Bagwaten, estes end Bort lnc. Zenith Radio Corp. H.W. Kastor Advtg. Co., Inc. rowle Mfg. Co., has opened his ow? 
Mid-Continent Petroleum Co. R. J. Potts and Company eo h . 7 — hese Lee ae sect a ag th \ 
ete tkeit:,  taniaeedueneee ne hundred and two leading advertisers who have used van research counsel in Newbul 
Nash Motors _J. Walter Thompson Co. the WBS method of Selective Broadcasting for reaching . : 
National Ass’n of Manufacturers _ Direct one to four hundred markets of their unrestricted choice. pain 


FOOD INDUSTRIES is read by foo! 
executives with administrativ® 
production and distribution "© 
sponsibilities. It fills a very def 
nite need for brief, concise 

authoritative news of the whole 
food field . . . Published by M 
Graw-Hill. 
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Here’s what gy 


100,000 MILES ? 


IVE DRIVEN MY DODGE 281,000 MILES !” 


$25 FRED CAPRON, SPOKANE, WASH. 


Dodge Owners from Coast to Coast Report Sensational 
Mileage from Dodge Cars 


OR 22 years the words “Dodge” and 

“Dependability” have been synony- 
mous...and no wonder...from all parts 
of the country come reports of Dodge 
cars that have been driven nine—twelve 
— fourteen — sixteen years!... Dodge 
cars driven 100,000 miles — 150,000 
miles, 200,000 miles, 280,000 miles!... 
That’s one of the reasons why more 
people buy Dodge cars than any other 
make with the exception of the three 
lowest-priced cars. 

But, though Dependability scores 
with every motorist, that’s not the only 
reason Dodge is the fastest-selling big 
car in America...Dodge economy!— 
that news too has spread from Coast to 
Coast like wildfire...owners report 18 
to 24 miles per gallon of gas...astonish- 
ingly low upkeep cost... money savings 
so substantial that—in the long run— 
many owners say they more than make 


fo coe 


—, 
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DELIVERS NOW FOR JUST A FEW DOLLARS MORE THAN THE LOWEST-PRICED CARS 


up the few dollars difference in cost be- 
tween Dodge and small, lowest-priced, 
competitive cars. 

Dodge gives you more for your 
money —more extra-value features than 
you can find in cars priced even $500 
higher than Dodge...the safety-steel 
body, genuine hydraulic brakes...the 
Airglide-Ride...Chair-Height seats... 
redistribution of weight equally to all 
four wheels... patented Floating Power 
engine mountings... breath-taking 
beauty...roomier interiors, more lux- 
urious than ever before. 

Don’t miss driving this big, new 
Dodge! Make the free economy test! 
See with your own eyes how Dodge 
saves gasoline! And don’t forget that 
Dodge now costs only a few dollars 
more than the lowest-priced cars! 
DODGE 


Division of Chrysler Corporation 


**4§ bought this car in 1920,” says Mr. 
Capron. “I drive it every day in all kinds 
of weather. In my opinion, there is no car 
to equal the Dodge for dependability and 
economy. I am known by my car, and 
believe me, it is a real advertisement.” 


SEE HOW DODGE SEATS approximate the height 
of a comfortable easy chair! In many cars, high floors 
and low seats raise the knees—cramp the feet and legs. 
In Dodge, floors have been lowered, and Dodge Chair- 
Height seats give you a natura/ sitting posture! 


AIRGLIDE-RIDE—This thrilling 
new Dodge ride is made possi- 
ble by: (2) longer, more flexible 
springs with action synchronized 
front and rear, plus the Levelator 
which prevents sidesway on 
turns; (2) moving engine forward 
to distribute weight evenly to all 
four wheels; (3) lowering floors 
to permit use of Chair- Height 
Seats: (4) rear seat passengers 
ride ahead of rear axle shock-line. 


JOAN BENNETT, Walter 
Wanger star, says: “I don't 
believe in unnecessary ex- 
travagance—that’s why lown 
a new Dodge.” 


Priced from $640 to $995. *List prices 
at factory, Detroit, subject to chanée 
without notice. Special equipment ex!" 


Easy terms gladly arranged to fit 
your Budest, at low cest, throus" 
Commercial Credit Company. 


Dodge advertising by Ruthrauff & Ryan, Inc. 
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thinks about ROTOGRAVURE 


CHRYSLER CORPORATION 
Donce Division 
Detroit 


DODGE BROTHERS 
MOTOR CARS, COMMERCIAL CARS 
4 AND TRUCKS 


PLYMOUTH MOTOR CARS 


August 24, 1936 


Kimberly-Clark Corp. | 
8 South Michigan Ave. 
Chicago, Illinois 


Dear Sirs: 


All of us know the tremendous value of photographs in 
any printed message. One of the chief reasons for 

the success of Dodge advertising in recent years is 

the fact that we have used photographs -- action photos 
-- dramatic photos -- human interest photos -- selling 
photos -- in very liberal measure in all our copy. 


It was this game line of reasoning that 
has led us to the use of rotogravure ad- 
vertising. If photographs in our own ad- 
vertising will attract more readers, it 
is logical that our advertising appear- 
ing in the photographic section of any 
newspaper will attract even more readers. 


You might also be interested in knowing that we use roto- 
gravure extensively in the promotional literature on Dodge 
products for consumer distribution. This literature has 

proven highly popular with our entire dealer organization. 


» The importance of illustration 


= Directo 
ndising Adveytising 
DIVISION. 


in attracting readers has al- Me 


ways been known. WIM/K» 


re 


Sut its exact value was 


Using the same method which enabled him to predict the outcome of the national elec- 


never measured until, at the tions with such startling accuracy, Dr. Gallup found the appeal of pictures so great that 


the average space in the Rotogravure Section was seen by 38 times as many people 
reqy i - 
quest of the Kimberly as looked at the average space in other sections. 
As the success of Dodge's advertising proves, the two conclusions to be drawn from 


Clar Cor seston Dr. Gallu 
: P : P Dr. Gallup’s report are undebatable: @ High reader interest in Rotogravure Sections in- 


sampled the reading habits sures a larger number of readers-for the advertising placed in were © The unequalled 
: opportunity rotogravure offers to tie-up human interest pictures with sales messages, makes 
of more than 5,000,000: rotogravure advertising more effective. Adding up these two facts, you have the reason 


why rotogravure is doing such a splendid job for hundreds of national advertisers and 


Sunday newspaper buyers. why it can help you do a better job for the products you are selling. 
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| You can do it better with ROTOGRAVURE : 
| ou cam dou better w oe - 
a a 
Many advertising and sales campaigns can be strengthened — nengers sos nna on m 
FREE COPY of ‘Let 4,77",  ypon request: 
° ° ° ° ° ° Read on Sunday upo 
with selling literature printed in the modern medium . . . roto- tat preianpela Seo department at & Sout | 
° one ° tchi Avenue, Chicago- 
gravure. The cost per thousand, in quantities, is low... the — . 
response is high. For just as advertisements printed in the Roto- 
ravure Sections of newspapers have a greater reader interest z pS 
g pap g orporation 
than those printed in black and white, so mailing pieces, cata- 
P ; ‘ gP r Established 1872 * Neenah, Wisconsin 
logues, and booklets secure more attention when they are done NEW YORK CHICAGO LOS ANGELES © iti, 
~ 122 East 42nd Street 8 South Michigan Avenue 510 West Sixth Stree! 
the modern way . . . in rotogravure. 
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January 25, 1937 


ADVERTISING AGE ‘27 


BENSON OFFERS — 
AMENDMENT TO 
GOPELAND BLL 


would Exempt Copy Not Af- 
fecting Public Health 


assuring to all who have an honest 
intent in their advertising of foods, 
drugs, cosmetics or devices.” 


Adds Canadian Account 


William Hollins & Co., British 
manufacturers of Viyella and Cly- 
della, flannels and fabrics, have ap- 
pointed the Hawley Advertising Com- 
pany, New York, to handle their Can- 
adian advertising. This is in addi- 
tion to the American campaign which 
has been handled by Hawley for sev- 
eral years. 


Joins ““Woman’s World” 


H. Beach Laney, formerly on the| 


DON’T TAKE OUR WORD FOR- 


—_ a ae a eee 
. her employer and said: ‘This man 

Packard Gives | asks for more information, for liter- 
C e ature. He says he wants to know} 
onception of ‘how he can be sure that the.car we 
Famous Slogan 


sense, it has become one of the mogt 
familiar slogans in American life. ° 

“But to the makers of Packard, it 
is more than a slogan—it is a creed. 
It a guiding principle dictating 
that every Packard sent out into the 


ee is a good one.’ is 


“James Ward Packard stared out 


;}of the window a few moments, then | world must be so fine that there can 

: : . |swung around toward the waiting|never be a doubt as to the answer 
New York, Jan. 21.—Origin of the | girl, its owner will give. 

| famed Packard slogan was explained Reply to Query “We invite you to see the’ new 


|}to the public for the first time this 
| week in a color page in The Saturday 
| Evening Post. A color halftone of a} 


| Packard—to ride in them—better yet, 
to drive one. But above all—we urge 
you to ‘Ask the man who owns one!’”’ 


“*Tell him that we have no litera 
ture—we aren’t that big yet. But if 


|business man and his secretary| he wants to know how good an auto- ; ; 

garbed in the costume of the late| mobile the Packard is, tell him to 

nineties was given the caption, “His| ask the man who owns one,’” Survey Names Paper 
lanswer became a slogan—the slogan| The advertisement explained that| . After publishing a month under 


the title Beverage Weekly News and 
surveying reader reaction, the pub- 
lication, issued in New York, has re- 
}sumed its former title, Tavern 
| Weekly Topics. 


'“this simple sincere answer summed 
;}up a man’s perfect faith in the prod 
uct bearing his name. Because of its 
Sincerity and its sound common 


became a creed.” 

The copy continued: 
| “Nearly forty years ago, a young 
!woman secretary held a letter before | 


I 


4 


New York, Jan. 19.—False adver-|sales staffs of Cosmopolitan and 
sain c f cosmetics would be pro-| Business Week, has become asso- 
ee | only when “affecting the pub-|ciated with the Eastern sales office 
lic th,” under an addition to the |0f Woman's World. 
Copeland Bill suggested to the | 
jutl by John Benson, president of | 
4m n Association of Advertising | 
Age es. Otherwise, Mr. Benson 
sives his enthusiastic approval to | 
s, 5 as it stands. 
wr greater degree of limitation | 
to purpose of public health in | 
the advertising provisions is encour- 
agi Mr. Benson wrote Senator | 
Copeland under date of Jan. 14, 
“There is one point in your state- | 
ment of false advertising which 


seems to diverge from this purpose, | 
and might raise some difficulties for 
and that is | 


the cosmetic industry, 

the reference to ‘beneficial effects | 
thereof’ in Paragraph 5a and 5b, | 
Chapter III, Section 3. 


Views of Benson 


“Some of the honest cosmetic ad- 
yertisers feel that this should be 
limited to the protection of public 
health, as would be true inferentially 
in dealing with either drugs or food, 
as any benefit in the former would 
mean essentially health, and in the 
latter essentially nutrition. 

“In the case of cosmetics this 
would not be true, and we suggest 
that you add to these paragraphs the | 
phrase ‘affecting public health.’” 

Under Mr. Benson’s recommenda- | 
tions, the two paragraphs would read 
as follows: 

“Sec. 3. The following acts and 
the causing thereof are hefeby pro- 
hibited: 

“5(a). The dissemination by United 
States mails or in interstate com- 
merce by radio broadcast or other- 
wise, of any advertisement which 
contains any statement, design or 
device regarding any food, drug, de- 
vice, or cosmetic, or the ingredients 
thereof, or the substances therein, 
or the nutritional effects there, or | 
the dosage, frequency, or duration 
of use pertaining there, which is 
false or misleading in any particu- | 
lar, affecting public health.” 


Addition to Paragraph 


The dissemination by any | 


“at(b) 


means for the purpose of inducing, | 


directly or indirectly, the purchase 
of any food, drug, device, or cos- 
metic, in interstate commerce, of an 


advertisement which contains any 


Statement, design or device regard- 


ing such food, drug, device or cos- 
metic, or the ingredients thereof, or 
the substances therein, or the nutri- 
tional, dietary, curative, therapeutic, 
preventive, or beneficial effects 
thereof, or the dosage, frequency, or 
duration or use pertaining thereto, 
Which is false and misleading in any 
particular affecting public health.” 
Benson characterized the 


Mr 
peland Bill, even as it stands, as 
‘ great improvement over anything 
Produced, both as a protection 
‘he consumer and as a measure 
“ich accomplishes such protection 
minimum of handicap to hon- 
ness and reliable advertising. 
_ Likes Injunction Clause 
lhe method of enforcement by 
ul nh appeals to us as being 
’ he wrote, “both for the 


a4 


> agency and for the adver- 
nplained of. 
iking false advertising a 
| complaint is a sensible and 
vision, sinee advertising is 
‘ matter of opinion and you 
ake a matter of opinion a 
offense,” 
‘-nson commented that the 
making regulations of the 
Drug Administration, as 
acts of its officers, subject 
in the courts at the in- 
any one injured 


as “re- 


ee 


OUISVILLE has one 
of the brightest outlooks of any Amer- 


ican city for 193 


prospects for the Nation as a whole in 
1937, but I am particularly optimistic 


on the South and on Louisville. 


“Louisville is already well on its way 
to a building boom. At the bottom of 
the depression the monthly value of 
permits issued amounted to $30,000. 


The present level 
Next year’s to- 
tal may run 25 
per cent, per- 
haps 950 per 


cent — higher! 


Cn 


| 


Let Mr. Roger W. Babson, ne- 
tionally known business analyst, 
describe the prosperous Louisville 
market! 


Mr. Babson said: 


Louisville’s industry and Louisville’s 
citizens will benefit materially from 
7. I am bullish on this activity. 

“Holiday sales have been the best in 
years, running from 20-to 40-per cent : 
in some lines over last year’s Christmas 
total. This trend toward greater 


retail trade should be maintained in 


1937. 


“Kentucky’s great tobacco crop should 
is close to $600,000. 


continue to bring its share of pros- 


perity to your 


area from both 
a trading and 


“I estimate that Louisville will run considerably 
ahead of the remainder of the country during the 
early months of 1937. I forecast that we will see 
general business averaging 15 to 20 per cent above 


the corresponding months of 1936 in your city.” 


industrial 
standpoint.” 


#2 


Alert advertisers will profit from Mr. Babson’s analysis 
of conditions in the rich Louisville area, economically 


and adequately covered by one low-cost medium.. 


Che Courier -Zournal | 
THE LOUISVILLE TIMES i 


REPRESENTATIVES: THE BRANHAM COMPANY i 


! 
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Bootlegging Chinks Are JUST BEFORE THE LONG, wichita bathe 
Called Patman Act Peril STANDARD UNIT we é 


New York, Jan. 19.—Enforcement 
of the Robinson-Patman Act was 
likened to the problems created by 
the prohibition amendment in an ad- 
before the Retail Secretaries 
Association here yesterday, by Gil- 
bert H. Montague, New York at- 
torney. 

In the case of prohibition, he said, 
it failed because the people felt it 
could not be administered, whether 
the idea was good or bad. 

It seems impossible to set up ma- 
chinery to regulate the daily trans- 
actions of 130 million people, he de- 
clared, and there are too few peo- 
ple in Washington to do the job of 
investigation under the Robinson- 
Patman Act. 


Want Thorough Trial 


dress 


Bootlegging is a definite possibil- 
ity under the act, he said. If only 
the large manufacturers and dis- 
tributors obey it while the smaller 
ones are violators, larger companies 
may thus lose business to smaller 
ones who are willing to take a 
chance. 

Mr. Montague said that sentiment 
in Washington favors a_ thorough 


trial of the act as now constituted 
before passing judgment or making 
any amendments, and counseled the 
retail secretaries against agitating 
for further legislation while results 
of the Robinson-Patman act were 
still being studied and observed. 
The line of least resistance, he 
remarked, is to ask for another law, 
and this path is made easy by the 
present predisposition of Congress 
in favor of any laws asked by rep- 
resentatives of independent retail- 


ers in the country. Congress be- 
lieves, he said, that retailers need 
more protection. 


More Advertising Needed 


With respect to the private brand- 

nationally advertised goods con- 
troversy, he pointed out that manu- 
facturers could rely on greater ad- 
vertising support to defend them- 
selves against distributors who pro- 
moted their own brands, as a result 
of the act. 

Prices will not be appreciably af- 
fected, but many of the changes in 
price movements will have to “come 
out of the hide of the distributors,” 
in Mr. Montague’s opinion. 


TIME SCALE IS 
URGED BY SM. 


(Continued from Page 22) 


phasis on locally-prepared programs 
was favorably received. 

This station complacency, he said, 
arises from the fact that the net- 
works have largely sold out the bulk 
of the stations’ time, and from the 
fact that transcriptions are widely 
used. 


Lose Local Identity 


Stations are apt to fill the remain- 
ing time with whatever sustaining 
material the network sends, he 
pointed out. The result is, he said, 
that the station tends to lose its 
local character. 

Radio listeners suffer from many 
inhibitions, and the radio entertain- 
er gratifies their desires by giving 
them contact with other human be- 
ings, he pointed out. This listener- 


entertainer relationship, an impor- 
tant element in building listener 
loyalty, is enhanced if the enter- 


in rates. 


Page— $690 
2/3 Page— $460 
1/3 Page—$230 


was more than mechanical. 


New Circulation 
New Rate 
New Opportunity 


Last September Christian Herald changed its size. The change 
We knew it would call attention 
startlingly to the great improvement in the virility and worth of 
the editorial content. 


We expected an increase in circulation. We did not expect the 
sudden, vigorous flood of new subscriptions that are surging in. 


Already the certainty of continued growth justifies a ten per 
cent increase in circulation guarantee and a ten per cent increase 


While the rate-card was being printed, the February issue shot 
way over the new guarantee. 


‘‘There is a tide in the affairs of men, which, taken at the flood, 
leads on to fortune.” Whenever any magazine achieves a sudden 
but steady and consistent growth, it presents an outstanding 
opportunity to advertisers. For such a growth, following a long 
pause of standing still, is deeply significant. It bespeaks that 
indefinable something that makes people want it, read it, trust it, 
buy the goods it advertises. 


New Guarantee 


220,000 average net paid 


New Rates—announced Jan. 25—effective April 1937 issue 
Agate Line. . 
4 Colors— $900 per Page 


CHRISTIAN 


HERALD 


$1.65 


Candid cameraman caught this “at home" last week with J. Leslie Fox, KMBC, 
Kansas City, sales director (left), Arthur B. Church, president, and George E. 
Halley, national advertising director, on the eve of the departure of Mr. Fox, 
Mr. Church and their wives for Chicago, New York and a Panama Canal trip, 


tainer is a local artist, he declared. 
Mr. Flanagan said that Penn’s 
policy is to buy station-tested fea- 


tures, ready-made and local in char- 
acter. 

Stressing the value of a 100-watt 
station, Mr. Flanagan emphasized 
that Penn launched its radio efforts 
over a 100-watter, as a test. The 
test was so successful that the Penn 
campaign was later expanded to in- 
clude larger. stations. 


Slant to Audience 


An efficient station manager is one 
who develops a distinctive editorial 
policy for his station, bending all 
his efforts to cultivate a specific au- 
dience and to build his program 
structure to fit that audience, said 
R. J. Barrett, Jr., now time buyer of 
Blackett-Sample-Hummert, Inc., who 
becomes manager of the new Chi- 
cago office of WOR, New York, on 
Feb. 1. 

Every station has an _ editorial 
policy, whether it is aware of it or 
not, and should make the most of it, 
he asserted. He contrasted stations 
which claim to be able to sell “‘every- 
thing,” with those who can prove 
they can sell certain types of prod- 
ucts. 

Ninety-five per cent of radio time 
is bought on the basis of confidence, 
and unless the buyer has confidence 
in the station or its representatives, 
his relationship with the station is 
unsatisfactory, Mr. Barrett said. 

An agency or advertiser is not 
able to supervise the broadcast of a 
program on every station, Mr. Bar- 
rett said, although five or six sta- 
tions on a schedule may be checked 
to see that the program is broadcast 
at the time and under the condi- 
tions contracted for. 


Credit Memo Startles 


Mr. Barrett told of a remarkable 
“credit memorandum” recently re- 
ceived from a station, informing the 
agency that the memorandum was 
good for one-quarter hour. 

The station explained that, follow- 
ing the receipt of the agency’s order 
for time, it had sold the preceding 
quarter-hour to a local department 
store, which crowded its period with 
merchandise and_ price presenta- 
tions. The station promptly can- 
celled the following broadcast, for 
scheduling at a more opportune time. 

Agencies will welcome simplified 
station rate cards, Mr. Barrett em- 
phasized. Standardized cards, more 
uniform in make-up and content, will 
make radio time easier to buy, he 
said. 

J. Leslie Fox, director of sales for 


KMBC, Kansas City, reported re 
sults of a recent Sales Managers 


Division survey of time buyers, seek- 
ing to determine what buyers expect 
from station sales departments. 

One of the respondents, Herschel 
Deutsch, radio director of Lawrence 
C. Gumbinner Advertising Agency, 
New York, emphasized that time 
buyers want intelligent, conscien- 
tious advice on the use of radio 
facilities. He urged that salesmen 
be sources of dependable informa- 
tion, and give a complete picture of 
available time, including audience 
potential, competition on the air at 
the same hour, and other important 
factors. 

William Cline, WLS, attacked con- 
tingent business propositions and 


other trick offers received froy 
some buyers. This point of view was 
warmly supported by the gathering 

Ed Warner, of Ferry-Hanly Adver 
tising Company, Kansas City, Mo 
presented a 15-minute episode from 
the current “Travels of Mary Ward 
program, used by Montgomery Ward 
& Co., in its Kansas City “catalog 
area,” over 14 stations. The pro 
gram is of a straight commercia] 
character. 

More showmanship in local sales 
was urged by William Warner, direc. 
tor of sales, Colonial Network. He 
told how WAAB, Boston, profited by 
a timely tie-up with distribution of 
soldiers’ bonuses, and by playing up 
to Bostonians’ interest in horse 
racing. 


Myers, Baldwin Attend 
James Baldwin, managing director 


of the N.A.B., reviewed the associa: | 


tions activities in the past year 
Charles W. Myers, KOIN, Portland 
Oreg., president 
nounced he would urge all station 
owners to bring their sales man 
agers to the next N.A.B. convention 
when 
will hold another meeting. 

Sectional chairmen, who present 
ed reports, were: E. Y. Flanigan 
WSPD, Toledo; Northeastern divi 
sion; Mallory Chamberlin, WMC 
Memphis, Southeastern Division 
Jack O. Gross, KWKH, Shreveport 
La., South Central Division; Craig 
Lawrence, KSO, Bes Moines, Nort! 
Central Division; D. H. Vincent 
KSL, Salt Lake City, Mountain Di 
vision; and Hugh M. Feltis, KOMO 
Seattle, Pacific Division. 

Other speakers were H. K. Car 
penter, WHK, Cleveland, chairman 
Commercial Section, N.A.B.; Clark 
A. Luther, WOC, Davenport, I[a.: 
Frank Kelly, WHAM, Rochester, N 
Y.; W. G. Greenwald, KWBG, Hut 
chinson, Kans.; Walter Schwimmer, 
Schwimmer & Scott, Chicago; and 
Herbert Hollister, KANS, Wichita 


Cel-O-Ray Appoints 
The Cel-O-Ray Institute, New York 
has named the Alfred Rooney Com 
pany, Inc., to place advertising f0! 
its scalp treatment. 


————— 


GOLFING is the most 
widely quoted sports magé 
zine—in the U. S. and abroad. 

Clubhouse 
and extensive use of GOLF: 
ING material by feature news 
paper sportswriters, prove 


GOLFING scores editorially. 


Golfing 


14 EAST JACKSON BLVD., CHICAG® 
20 VESEY ST., NEW YORK 


conversations 


of the N.A.B., an. 


the Sales Managers Division 
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GRAY-O'REILLYV 


regular member of our staff 


fp pigeon belongs to the staff of Good Housekeep- 
ing. We treat him well for he is important to us 
and to our readers. 

Pigeons react to certain food elements much as 
humans do. For example, we use them very success- 
fully in determining the Vitamin B content of a food. 
Vitamin B is the vitamin that keeps digestive organs 
in shape, maintains appetite, and checks nervousness. 


If an advertiser says his product is rich in Vitamin 
B we use this pigeon and his fellows to find out. The 
advertiser cooperates with us in determining the accu- 
racy of his claims. 

When readers see a product advertised in Good 
Housekeeping they know there are two sponsors for 
it—the manufacturer and Good Housekeeping. 

They know that this sponsorship is based on fact. 


Good Housekeeping 


[ EVERYWOMAN’S MAGAZINE } 
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(Continued from Page 25) 


probably will open up to screen ad- 
vertising some theaters who do not 
accept it, he said. 

Miles Laboratories, Inc., Elkhart, 
Ind., has been using motion picture 
horts for a little more than two 
vears, and is now the largest buyer | 
of screen advertising. 

At the present time Miles is using | 
theaters having a combined attend. | 
ance of 4,500,000 weekly. The com- 
pany enters a town with a regular 
campaign extending from three to 
six months. Technicolor 120-foot 
shorts are employed. 

Results of the Bauer & Black test 
of screen advertising have been 
“very good” to date, Arthur Tatham, 
advertising manager, said. Expan 
sion is expected, when final results 
are tabulated, he said. = = 

The company's sound film, m ome la Thermat from a dealer, following|ward use of a com 
aaeate production advertising the la graphic demonstration of its use in| rather than dialog. 
Thermat chemical heating pad, is be the home. Other parts of the film] feel that questions < 
ing shown in several hundred the- include shots showing Thermat's use-|up too much time 
aters, depicting a woman purchasing fulness to hunters and football fans, 


} 


expansion of use of this medium to reach movie-go 


was the first organization to employ| who may be regar 
screen advertising on a nation-wide} sumer simply as a 
iseale, said M. E. Zetterholm, general 
| 


sales manager of General Screen Ad- Form New 

a vertising, Inc., Chicago, distributing The growth of sce 
organization. is revealed by figt 

The General Motors unit made 60-|the newly-organize 


Come to the Packaging oo sal foot advertising films available to its | Theater Service, In 

n New York, Pennsylvania Ho- dealers, and the pictures were shown | organization states 
el March 23- 26. = ene. in hundreds of theaters. Now the| people a week are 
yourself many of medium is employed nationally to| screen advertising. 
interesting deve advertise a wide variety of products, Jam Handy Thea 
— food packaging . ranging from sleeping garments to| was set up to take 


= INDUSTRIES, raliid Ga enamel. 
raow-nmi 


There is a trend in screen adver-|ice activities form 


An episode from one of the new Westinghouse technicolor trailers, marking an are in charge of the program, which 


sumers may react more favorably to|energy and vitality. ‘“Make mine] package. 
aaa and in baby buggies. an advertising message delivered by | tea” is the slogan appearing in many Featured appeals are a continy 
Chevrolet Motor Company, in 1929,/a commentator, than by an actor,|advertisements, together with the] tion of those used in the 1936 cam 


“stooge,” he said.| display type at the bottom, “Turn-to| centering about the same slogans 


ithe screen advertising sales and serv- The stimulating effects of tea in 


tising, Mr. Zetterholm believes, to-| Jam Handy Picture 


ESAS — 


ae 


BREW A BIGGER 
1937 CAMPAIGN 


New York, Jan. 20.—With the 1937 
appropriation nearly double that of 
1936, tea interests laid plans today 
to cover cities in 11 states this year 
in the Great Lakes and mid-Eastern 
igroup. Additions will be principally 
in New York, Pennsylvania, New 
Jersey, Delaware, Maryland, District 
of Columbia and Virginia. 

Copy will break in some areas Jan. 
29, while “Hot Tea Week” has been 
| set for Feb. 14-20. 


Three-Point Emphasis 


Comic section space has been| p,, R. Baugh, account executive. bs 
scheduled for the first time, together] been named vice president af Blake 
with increased radio broadcasts and Advertising Agency, Inc., New York 
painted boards. William Esty & Co. 


Ses 


ers. is sponsored by the Tea Market Ex-| trated by many photograplis ang 
pansion Bureau in behalf of the! occasional comic-strip style cartoon 
|growers in India, Ceylon and Java- The advertisements offer a bog 

mentator’s voice,|Sumatra, and financed by a tax at] let, “Your Fortune in Tea Leaves 

Some advertisers | the source, giving detailed instruction in 


ind answers take The campaign will emphasize the} mysterious art to those who send j 
>» and that con-|virtue of tea as providing vigor,| a label from any orange pekoe | 


ded by the con-|standard alliterative signature in| paign, which also stressed vitality 


Tea Today.” 
Service 


Fortune-Telling Booklet 
reen advertising B ° h G t 
res supplied by Tea is recommended for “winter ermingham ets 


9d Jam Handy |] let-down,” and for those who are so “Scribner’s al Pos 

c., Detroit. This|tired that they cannot sleep. Vital Rutledge Bermingham has becom 

that 23,000,000 | people who enjoy life are urged to| advertising manager and Harold } 

now reached by | turn to tea as a Vitalizing drink with | Middleton, Western representative ¢ vy: 

the inducement that it “helps you | Scribner’s, New York. Mr. Middl 

ter Service, Inc.,| work better, think faster and lead | ton will make his headquarters i 
over and expand |a full, vigorous life.” Detroit. 


Mr. Bermingham has had extensiy 
; ‘ magazine experience. Mr. Middleto A 

erly handled by | quickening the senses are also men-| has been with the Des Moines Regi aN 
Service, Inc. tioned in the copy, which is illus- ' ter and Tribune. hs 


*and Hundreds of Adverti 
USE ‘VAC-CUP-BAC’ Poster Paper 


... . for faithful reproduction of fine art 
Vac-Cup-Bac’s printing qualities assures this - 


Vac-Cup-Bac’s proved service guarantee, its ad- The diamond-shaped 

2 or : adhesive-retaining vac- 
hesive-retaining posting surface, assures full uum cup insures great- 
posting-period effectiveness despite weather o stieking qualities 


changes and extremes. 


230 Park Avenue. New York. N. Y. 
Public Ledger Building, Philadelphia. Pa. 


isers say: 


Here's VAC-CUP-BAC’'s 
WINTER SERVICE 


and practically elimi- 
nates winter “flagging” 


35 East Wacker Drive, Chicago, Ill. 
$03 Market Street, San Francisco, Calif. 
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A STARTLING 
AUDIENCE ANALYSIS 


WNIQUE AND FAR REACHING 


It assays high in helpful information . . . to buy- 
ers of space, to copywriters, to account men, to 
advertising managers... in fact, to anyone who 
has to do with preparing and executing adver- 
tising campaigns. 


The usual facts are there concerning Screen- 
land Unit's readers .... who they are, where 
they live, what they have... but this survey. 
also reveals how they think and feel—how they 


mene 


Sememneeitinnniend 


react AND, of great importance, what they ex- 
pect to BUY in the near future. 


No matter what your business, you'll find this 
mass of carefully correlated data concerning 
the vast American consuming market of ab- 
sorbing interest and inestimable value. 


RESERVE YOUR COPY NOW! A PHONE CALL 
OR CARD WILL DO IT! 


Chicago sss 
-400 N. Michigan Ave. 


cw SYCREENLAND UNIT ow com 


45 WEST 45th ST., NEW YORK CITY | iam 


. 
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‘Los Angeles 3 
511 S$, Alexandria S$¢. 


1937 i ie ee ie: 
— i January 25 | = 
cena 
pn Ore™ yertet to _ 
i peat Reade ey oy 
\ve pee” writing a \or of “Oper Letters so scree” stats: and some of xhe™ have 
pated i and @ few of *he™ have \iked “x. NOW \m writing an “Oper Letter 40 YOU, = - 
3 and you" you: and \ xhink you re goind ko \ike this one- \n Sack, Yin sure * will — é 
xurn out *° be PY tar whe most populat “Oper exter \'ve ever written pecaus? xhis ; 
/ xime \m not askind some movie actres® such agian question® as wwhy have 
. you 'gone tyne? ym asking you few question” ws berwee™ friends and a 
not ccipattesne question: eter: 
You 3°: \ want 40 tec\ \ \now my readers as wel 3% \ know xhe scree” charts \ xell 
Ae you abou'- The more \ know about yous xhe closet \ can come *° givind you ust 
ork, ane sort of cree" agen’ you \ke and enioy: Ratner yhan depen? upom other 
source \ prefer x0 9° yirecy xo you ana neve you xelh mE ist wine YOU are. were 
you \ives and other vngor aT winch will help ™®° $0 much xo ave you what you 
oa want: As @ nice Thank you" for YOU" zrouble in answering xhe question® ipelo™: \'ve 
bool orepare <omettind \ know youl’ \ke! A pandsome caiond winch pears > gyll-colot 
_ \itelike portal of 4 favorite cree” star! these °° chartnind reproduce” and fine : 
aaa for framind: You'll ,reasur® yours: \ know: 
De te As the suppY is yeniteds \ can only send 5,000 caiend"® to the answers eecewve? 
| So wilt YOU please fil out yhe questionnene 
vtinua below and mat 14 t0 me at once? Your cave } gQicMl 
ca dat will rea" you ororehy and * \now we ) por 
a poth be pleases! gincerey: | 
HIS oFFER ENDS ANU ARY 3RD; 1937" only 5 000 calendar’ are ~paitable and these will 
n be sent to thos? upmittive complet’ answers as ond as the supe) jasts- Address® pELIGHT 
= 2 EVANS: Editor ve REENLAN? 45 west 45th street New york city 3 
™ ft \1's easy! just Scck +HE ANSWER? 
Oy 
sa “We 1- pow oid are you? :**” = ewe? po yo ive gione ot with yout tamidy? with Family ae alone DO 2. chec* wich you yve city o gubut? O 
— Ae yillab® t) Farm Oo 1-F amil¥ piows® oO 2-Family piovs® oa apactmen* 3- wrerte aia yo" puy his naan’? prus grore - grationery ; 
2 gore O pore O pewssten? oO gubsctiPhon oO oer Pe 4. Ate you singe ot married? single oO married oO 5. 
7 _ = aa No O ree ga 
_ .Y Res: ‘ annual 
i} Reiatio™ pee Readet occupaio™ employe? income 
\g 6. che frst qwo columns at whe ngh preasé \ist ahe age and _iation see ee ae ae? oO ‘ peewee BD Re i = 
at "eae VAST ONE ee ae ~~ 2. —— mere: 
Bark P iS (7) wposht t THE one 
' ‘ 4 wie. Ceca > tne Ss own check, che eee aint? ee oa «sa? gee o gn / 
uty ganin® ree at\y- o not chec¥ He asiona) 
Nl ie oa ie eek a se ey ee rn ie ae | | 
—— . + i come chec¥ nose now working: In the \ast weryman aive ete anna) yncome —eere Bee bid ° o gue en ase?” BD ace 
, ‘ mS ot each» gat *: weekly wae B sriptied py 22° pus what ever ancome qnere gee awe aaa oO wr sae oO abe" 
. “ may pe {rom orhet source 
A ay 1 a 
 } Lath ~~ q. of yo" rent your nome ot apartments wat monthly centa) ao yo* pay? or it you own what its yawe? er adel ee kta 8. cnec¥ 
; ) Be 4 wich of the gotlowin& you pave * your home: giecttit¥ a Gas 1° Cookin o Both oO Heither 13) 9. »° yo pave * pet 8 your pore” 
\ ,* ve AY yes a No oa wrat gg HP ett iee 30- cnec¥ which ot the prrowine yout gam¥ now yas: cat O qereonone O Radio a! mechanic?! 
; . ‘ N " peices a washiné saachine O yacuu™ cleane® io) 31- wrat'§ ene mae and yeat of YOUR cat? makes aueeee aes ‘Yeates 
; Se ht pid yo poy * new %F ysed? New 0 used a 12. P° you person anive * cat? yes O wo O 13. your garnil¥ prannin€ to 
: ci WA . purchasé any ot He poriow NB an the neat pature? New Cat oO maecnanict! Retsiger*™" 0 vacuu™ cieanet OD Radio G washin€ machine oO New _ 
; s aN et Rves e} New Furnitvre oO ornet ovsenol Equipe” eee ee 7 ane a = you nave * camer?’ Yes a No oa How many 
“a ek: he rolls (ot packs) of HIM have you ysed gurin’ cne past year? adel? es 15- po you personally shoP gor the food served in your ome? Most 
Sa of it oO part of it a! None ot * 0 46. 3 not, 9° you pave ‘g worc® qn WS grein” yes nol 7. # you jad *° choose perwee™ 
> * ey she to" which woud you eat? The goods you \ike pest iw} The 4008S which ate pest gor YO 2 18. 3° yout podil¥ weight a tactof yn your geiectio™ 
¥3 ¥ , of 008? yes 0 No ex 19- Poes che ,ind of food you eat see™ xo ave any effect on your skin OF complex” Yes oO No oO e 
Pye tr" 20. check where you puy yout cosmetic® prue grore a! ow grote 0 Chain grore Wh 21- pieas€ put gow™ what you pay pet packas® 
ve 3 yi gor the poriowin® sxe: powder: *** ae pipsti® one creams gee ail polish * "| aS 92. P° you make any yout own <jothes? yes UO 
a yo O 23- pease put gow™ what YO" pay: an averse fot each of the gotrowin® yrems of apparel presses ue ghoes-*° ost grockine® - 
Rese ae eo wa or prassier® es come ae 24. po you watch what scree™ stats weat 
BN | 10 gerermin® nat *° puy f° yoursell? Yes oO No oO 25- what ryPe of ait ao y™ pave? pry oO oily 0 Normal 3 26- po yo 
a \ <ha 70? at yoursel ot nave sy done in 2 peavty sho?” myse oO pearl) snoP Oo Q7- cnec¥ wich of the poriowin® you yave on yand in the 
af 4 gamly medicin® chest: pieadach® Remedy a} piees”* Remedy ie axa’ ia! cold Remedy Oo Burn Remedy oO anriser© a 28- Plow 
oe jon’ have you peen > yeadet of this maganine” Less xhan 4 yer" at 4 yet oO 2 yeat® oO a, years oO 4 yeas O 5 yeat® oO More qhan 5 years oa 
: : NAME ee geee?? eee : 
¢ cHEC® wic# gtAR'S poRTRAS® you want on your 
a CALENDAE govert TA ie) Ginset posers © gay Fane appREss en Pr uae Sid eee : 
sc 
% Se ee ¥ . ao F 
ae 3 i. — = . 
OMNES ey ER. SCREEN M3 


ADVERTISING AGE 


January 25, 1937 


NEW ROSTER OF 
1935 SALARIES 
IS MADE PUBLIC 


Washington, D. C., Jan. 21.—Wil- 
liam Hsty, president of William Esty 
& Co., drew a salary of $168,000 in 
1935, according to a hitherto unpub- 
lished list released by the Treasury 
Department. James S. Yates, vice- 
president and art director of William 
Esty & Co., also fared well, with a 
1935 salary of $41,458. 

Barle Clark, secretary-treasurer of 
J. Walter Thompson Company, drew 
$28,625 in 1935, while Edgar Kobak, 
National Broadcasting Company, re- 
ceived $28,958. Gordon K. Seagrove, 
who, as vice-president of Lambert & 
Feasley, indited much of that halito- 
sis copy, was rewarded with a salary 
of $42,000. 

George Bijur, vice-president of 
Sherman & Ellis, enjoyed a 1935 sal- 
ary of $18,686. G. Monro Hubbard, 
president of Doremus & Co., drew 
$17,162. Bruce Barton, board chair- 
man of Batten, Barton, Durstine & 
Osborn, had salaries of $16,666 and 
$50,000. The former was his income 
from syndicate writing. 

Other 1935 salaries were reported 
as follows: 


Hearst Pays Well 


American Newspapers, Inc.—Her- 
bert Porter, publisher, $31,783; A. G. 
Newmyer, publisher, $36,900; W. J. 
Merrill, advertising director, $36,691; 
H. R. Weaver, local advertising man 
ager, $15,219; Fred I. Archibald, ad- 
vertising director, $24,499; W. E. 
Kernahan, advertising executive, 
$15,216. 

American Can Company—c. E. 
Green, vice-president -comptroller, 
$41,950; Leonard B, Smith, genera] 
manager, $20,000; H. B. Edwards, 
general sales manager, $22,200; G. H. 
Kellogg, general manager _ sales, 
$22,200; C. H. Black, assistant gen- 
eral manager sales, $18,000. 

American Weekly, Inc.—James B. 
Boynton, salesman, $15,603; William 
S. Patjens, Eastern advertising man- 
ager, $20,248; W. C. Spargo, vice 
president, $26,000; Robert BE. Clift, 
advertising director, $18,347; Ralph 
W. Fulton, salesman, $16,212; D. W. 
Henderson, salesman, $15,943; Haw- 
ley Turner, salesman, $21,168; Her- 
bert J. C. Henderson, vice-president, 
$39,780; James B. Meigs, Western ad- 
vertising manager, $32,014; Frank C. 
Brown, assistant Western advertising 
manager, $17,551; G. H. Printup, 
salesman, $16,629; Leon W. Stetson, 
branch manager, $16,796; Clay E. 
Herbst, branch manager, $17,806; 
Neil D. McGinn, salesman, $15,349. 

Anaconda Sales Company—Edward 
‘Mosenhauer, vice-president, $27,870. 

American Distilling Company— 
Russell R. Brown, president, $27,166; 
Henry C. Cole, vice-president, $16,200; 
Harry Gretske, salesman, $19,998. 

American Tobacco Company—wW. E. 


-PHOTOS 


STOCK 


@ Thousands of ready-to-use 
illustrations, on all subjects, 
are available for your inspec- 
tion. Write, wire or phone . . 


KAUFMANN & FABRY CO. 
425 S. Wabash Ave. ® Chicago 
PHONE HARRISON 3135 


Witzleben, $20,000; F. V. Riggio, 
$25,000; W. H. Boyd, $17,000. 

Business Publishers International 
Corporation—John Abbink, president, 
$19,853. 

B. T. Babbitt, Inc-—L. J. Gumbert, 
sales director, $22,500. 

Babcock & Wilcox Company—J. H. 
King, sales manager, $19,008. 


How Newspapers Pay 


Albany Evening Union Company, 
Albany, N. Y.—Henry W. Fris, vice- 
president, $18,400. 

Brooklyn Daily Eagle—M. Preston 
Goodfellow, publisher, $55,700. 

New York Times Company—Julius 
Ochs Adler, vice-president, $45,000. 

New York Sun—Edwin §. Friendly, 
business manager, $32,000. 

(Continued on Page 34) 


Blake Explains 
Evaluation of 
Sunday Papers 


Chicago, Jan. 20.—Possibilities for 
utilizing the Gallup technique ot 
evaluating interest in various edi- 
torial and advertising features in the 
business paper field were suggested 
to the Chicago Business Papers As- 
sociation yesterday by Frank L. 
Blake, advertising manager, Kim- 
berly-Clark Corporation. 

Mr. Blake explained the work his 
organization has sponsored since 
1932 in evaluating the reader inter- 
est in Sunday newspapers, and 


pointed out that as a result of his 
company’s findings, Sunday news- 
papers have been revamped to such 
good purpose that they have changed 
the trend in four years to the point 
where their aggregate circulation is 
now the largest in history. 

One important discovery—that cut- 
ting the size of Sunday comics from 
full page to half page did not reduce 
reader interest—has enabled news 
papers to boost comic section adver- 
tising revenue from about $100,000 
in 1932 to $11,000,000 in 1936, he said. 


Sequence Technique Helpful 


The rotogravure technique of 
presenting more complete stories 
through use of a series of pictures 
has further increased interest in this 
section of newspapers, Mr. Blake 


— 
said, and has also been 
advertisers with much SUCoegs, by 

Position means nothing jp 
publication, he asserted, declary? 
that good copy will get attention 
matter where it is placed, and to 
copy using photographs hormalj 
outpulls copy with line illustrations 
which in turn outpulls Pictureles, 
copy. 


Stone with Moore 


Harry L. Stone has resigned 
president of Stone & Lasky 1 
Boston, to join The H. L. Moo; Ine, 


Boston, advertising counsellor.” &, 


Adds Rotogravure 


Sunday Journal, Portland, Oreg, 
added a rotogravure section, begin, 
ning Jan. 3. 


HE DOESN’T SEE SALESMEN ...BUT HE DOES SEE BUSINESS WEE, 
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ADVERTISING AGE 


Appropriation 


York, Jan. 20.—With all 
pointing to an epidemic of 
qoadings approaching the peak year 
of 1929, J. R. Wood & Sons, Brook- 
N. Y., manufacturers of wedding 
im engagement rings, will conduct 
juring 1937 the most extensive ad- 
campaign since 1930, W. B. 
yorrison, sales manager, disclosed 


Woisy. eg the depression, Mr. Morri- 
yn pointed out, it was frequently 
sabe for the prospective groom 
purchase an engagement ring. A 


modest wedding band had to suffice. 
Now, with this tendency reversing 
itself, 1937 copy will stress matched 
sets of wedding and engagement 
rings and emphasis is to be placed 
on a betrothal band that resembles 
in detail the design of the wedding 


This year’s advertising will re 
verse another trend of five years past 
by featuring yellow gold and plati- 
num rings almost to the exclusion of 
white gold. 

Donahue & Co., Inc., is the agency 
in charge of the campaign. 


Announce Matrix Machine 

The Nu-Method Matrix and Plate 
Company, Inc., New York, plans pro- 
motion around installation of a Hoe 
direct-pressure matrix machine. 
Roading & Arnold, Inc., is the agency. 


Connecticut Groups 
Ask New Outdoor Rules 


Sponsored by the Connecticut For- 
est and Park Association and the 
Federated Garden Clubs of Connecti- 
cut, a bill placing drastic restrictions 
on outdoor advertising has been in- 
troduced in the state legislature. 

Under its terms, boards would be 
prohibited within 500 feet of a rail- 
road crossing, playground, cemetery, 
state forest or public park, or within 
50 feet of a state highway, as against 
100 and 60 feet, respectively, in the 
present law. No increase in present 
permit fees is sought. 


C. T. S. Opens New Studio 


Columbia Transcription Service, 
New York, division of American Rec- 
ord Corporation, has opened a new 
recording studio at 1776 Broadway. 


EGNER OUTLINES 
FIVE RULES FOR 
DIRECT MAILERS 


New York, Jan. 19.—Characterizing 
direct mail as an intensifier of, 
rather than a substitute for, other 
advertising media, Frank Egner, 


vice-president, McGraw-Hill Book| | 


Co., last week inaugurated the New 
York Advertising Club’s new series 
of weekly forums by urging adver- 


tisers to acquaint themselves with; ~ 


the fundamental principles of direct 


—— 


(a 


ing help — 


y 4 ra 


Inthe complex organization of today’s business, selling is 
to0 tough a job for your salesman to handle alone. There 
° too many people to see — and some he can’t reach. 
¢ needs your help in impressing subordinates who 
Ritimes suggest purchases — we'd suggest business or 
trade papers for that job. And the same kind of advertis- 
l will help tell your story to the next group — those who 
or pass the recommendation along. 
iit eventually when he bangs up against the door of 
all-important final men, then he needs a special kind of 
advertising that will have direct access 
executives and talk to them about the one thing that 
them, “What will it do to help us make or save 


men can’t see him — they haven’t the time. They 


PNo,” “Tell him to take it up with the paschating 


agent,” or “Put it in writing.” 


We add, “Put it in BUSINESS WEEK” 
» -—where a reading is assured 


you've got a product or a service which you'd like to 
this influential group, put it in writing — 
eek, For Business Week gives you just the approach you 
Mit for these tough-to-see men. There’s nothing like it 
@ Packing up your promotion addressed to technicians, 
7 ‘tasing the hard preliminary groundwork of salesmen. 
MBlisiness Week gives you this: the opportunity to tell 
Mit sales story to the most important men in American 


The Boss Says 


Put it inWriting 
. We add —to be sure, 
put it in Business Week! 


in BUSINESS WEEK, 


which delivers more executive readers 
advertising dollar than any other publication! 


99 


business . . . nearly 100,000 of them, every week! This 
actually represents, through a “pass-along” office circula- 
tion of between three and four readers per copy, a weekly 
audience of 350,000 influential men for your story. 
Business Week is strictly their paper. It is the best-read 
paper of the Most Important Men in American Business. 
That is why scores of hard-boiled, result-seeking advertisers 
use Business Week. They have found that it pays to “put 
it in writing’ — 


per 


ADVERTISING LEADERSHIP 


Recognition of Business Week's ability to sell 
executives has made it the outstanding leader 


in Business 


THE EXECUTIVE’S BUSINESS PAPER. 
ALERT... ACCURATE ... AUTHORITATIVE 


(50% Gain for the Year) 


330 W. 42nd STREET 
NEW YORK, N.Y. 


Co., this 
Bakelite packaged rack and container 
py e@ score chips takes an idea from 
Culbertson designed the chips. 


mail, instead of continuing to regard 
this medium as the “stepchild of 
advertising.” 

Twenty years of close contact with 
direct mail have convinced him,’Mr. 
Egner declared, that the medium can 
be applied profitably to any business. 
But, he cautioned his listeners, it 
cannot carry the entire selling and 
advertising burden; instead, it 
should be regarded as a vital support 
for other advertising efforts. 


Frowns on Stunts 


The popular concept that direct 
mail is synonomous with stunts is 
fallacious, Mr. Egner said, inasmuch 
as the latter cease to stimulate in- 
terest as soon as their novelty has 
waned. 

Rules offered for successful direet 
mail copy include: 

“Choose striking illustrations; get 
an attention-compelling headline. 
“Prepare a desire-arousing para- 
graph that has in it a suggested per- 
sonal motive for the prospect. 
“Begin to convince the prospect by 
testimonials; outline the basic sales 
points, then secondary sales points, 
“Close with an action paragraph 
that is specific, direct and feasible. 
“Be sure you have told the pros- 
pect the what-when-where-why-how 
of the benefits that will accrue to him 
through purchase,” 

Illustrating a distinctive quality of 
direct mail, the speaker pointed out 
that it is the least crowded of all 
media. He compared the competi- 
tion for the prospect’s attention be- 
tween direct mail units in a typical 
morning mail and competing adver- 
tisements in a popular magazine or 
newspaper. 


“Escapade” Starts 
Manhattan Escapade, a new weekly 
publication for entertainment seekers 
in New York City, will appear Feb. 
19, selling for 5 cents. Size will be 
9 x 12 inches. Personnel includes 
Gerald J. Kent, Jr., advertising man- 
ager; Jack M. Krupnick, managing 
editor, and Sam Moskowitz, art di- 
rector. ee 


The New York Times 
gain in advertising of 
2,334,845 lines in 1936 
was better by almost 
250,000 lines than that 
of any other New York 


newspaper. 
Why? 


Because advertisers 
find The Times market 
of better-than-average 
families basic to selling 
success in New York. 
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_ “All the News That's Fit te Print” 
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ADVERTISING AGE 


General Foods 
Puts Joys and 
Glooms i: in Copy 


New York, Jan. 19.—General Foods 
Corporation, among the pioneers in 
newspaper comic section advertis- 
ing, today moved a step further with 
the use of a syndicated editorial car- 
toon feature in what, according to 
Cc. H. Gager, vice-president of the 
General Foods Sales Company, is to 
be the biggest campaign in Postum 
history 


Developed around the whimsical 
harbingers of happiness and misery 
featured in the “Joys and Glooms” 
cartoon series, the news Postum 
campaign has for its basic theme 
the alliance between Postum and the 
“Joys” in routing the “Glooms.” 

Successor to the “Mr. Coffee 
Nerves” campaign, the new program 
fs scheduled for the largest list ever 
compiled -for Postum copy through 
Young & Rubicam, Inc. 


Joins WKRC 
Margaret Maloney, formerly with 
Radio Dial, Cincinnati, has been ap- 


pointed publicity director of Station |, 


NEW ROSTER OF 
1935. SALARIES 
IS MADE PUBLIC 


(Continued from Page 32) 


Philadelphia Bulletin — William 
Simpson, business manager, $148,467. 

New York Herald Tribune—How- 
ard Davis, business manager, $56,160. 

Chain Store Publishing Corpora- 
tion—Arnold D. Friedman, secretary- 
treasurer, $30,000; Godfrey M. Leb 
har, president, $18,199. 

Chilton Company—C: A. Mussell- 
mann, president, $17,499. 

Campbell-Ewald Company of New 
York—F. D. Richards, president, 
$35,546. 

Canada Dry Ginger Ale, Inc.— 
P. D. Saylor, chairman, $36,750; R. 
W. Moore, president, $17,500. 

Donahue & Coe, Inc.—E. J. 
Churchill, president, $44,416; A. B 
Churchill and C. F. Henderson, joint 
commission, $42,562; Lynn Farnol, 
$20,800. 

Doremus & Co.—William H. Long, 


WEKRC, Cincinnati. 


chairman, $16,353. 


Bar Bathing Beauties 
From Station Walls 


Chicago, Jan. 19.—Advertis- 
ing calendars bearing pictures 
of bathing beauties and other 
figures dear to desk sergeants’ 
hearts were ordered removed 
by Police Commissioner All- 
man. He had them replaced by 
plain blue and white calendars 
bearing the city’s seal and a 
message, “Keep Chicago 
Ahead,” signed by Mayor Kelly. 


Dow, Jones & Co.—Kenneth C. Ho- 
gate, president, $18,699. 

Ethyl Gasoline Corporation—John 
C. Taylor, sales manager, $29,870; 
Lucian P. Locke, advertising man. 
ager, $16,566. 

Albert Frank-Guenther Law, Inc.— 
Frank J. Reynolds, president, $19,900. 

F-R Publishing Corporation (The 
New Yorker)—R. H. Fleischmann, 
president, $22,000; Raymond B. 
Bowen, advertising manager, $26,269; 
E. Melville Price, assistant advertis- 
ing manager, $17,160; Donald Law- 
der, salesman, $15,580. 


Payrolis of Agencies 


Federal Advertising Agency, Inc.— 


u~ 


! _ ‘hope or promise. 


The Rich... 
_ Meaty...Moving FACTS 


z ; _.. When a salesman starts breaking his product apart to show 
, ., you the rich, meaty, moving facts packed from skin to core—you 
,.. . know -he means business; and you begin to feel that way yourself, 
“because that’s what you want; the facts. The Controlled Circula- 
tion Audit was set up to expose the rich, meaty, moving facts of 
“controlled circulations . . . . . to audit the quantity that is the 

second dimension of this quality market. C.C.A. is an independent 
organization conducting regular, responsible audits; it has no other 
function. Publishers listed below have C.C.A. reports for their 
circulations. And the C.C.A. insignia on their mastheads, rate 
cards and Standard Rate & Data listings is a reliable guide to 
known value. Controlled circulation need no longer 


be bought on 


This Advertisement in Behalf of C.C.A. is Sponsored and Paid for by the following C.C.A. Publications 


’'" AGRICULTURAL LEADERS | 
7 ‘DIGEST - | 
‘AIR CONDITIONING combined 
| "OIL, HEAT : 
,  . AMERICAN. DRY CLEANER 

; .° AUTOMATIC. HEAT & AIR 
i). + .CONDITIONING 
BAKERS REVIEW 

BETTER ROADS 


‘DRAPERY PROFITS | 

DRUG TOPICS 

_ EARTH- MOVER | 
ELECTRIC LIGHT & POWER 

ELECTRICAL DEALER 


‘': » EXCAVATING . ENGINEER 

|. FLEET OWNER. 

i: COLFDOM.. 3s 
_ GRAPHIC ARTS MONTHLY | 


“CONTROLLED 


Soy Pg ee 


... COMPRESSED AIR MAGAZINE 


HOSPITAL TOPICS & 
BUYER 


INDUSTRIAL EQUIP- 
MENT. NEWS 


INDUSTRIAL POWER 
INDUSTRY & WELDING 
JOBBER TOPICS 
LIQUOR STORE & 
DISPENSER 
LUBRICATION & 
MAINTENANCE 
MACHINE DESIGN 
MACRAE'S BLUE BOOK _ 
MEAT 
MEDICAL ECONOMICS — 
METAL CLEANING & 
FINISHING 
MILL & FACTORY 
MODERN MACHINE 
SHOP . 


MODERN PLASTICS 
NATIONAL JEWELER 
ORAL HYGIENE 
POWER WAGON 

pon ge 
PROGRESSIVE GROCER 
RAND MeNALLY 

_. BANKERS MONTHLY 
“RUG PROFITS 

_ SHOE STYLE DIGEST 

SODA FOUNTAIN 
SUPER SERVICE STATION 


- SYNDICATE STORE 


TIRES * c~9 
| WOOD PRODUCTS 


< 
é 


~ ~~ eae —— S 


|tor, $16,500. 


Robert Tinsman, president, $30,916; 
James F. O’Brien, vice-president, 
$28,993; Frederick C. Burns, vice 
president, $24,149. 

Lawrence Fertig & Co.—Lawrence 
Fertig, treasurer, $27,715. 

General Foods Corporation and sub- 
sidiaries—Ralph Starr Butler, vice 
president in charge of advertising, 
$32,499; Verne E. Burnett, vice-presi- 
dent in charge of public relations, 
$18,000. 

J. Stirling Getchell, Inc—John V. 
Tarleton, secretary, $22,500; Orrin P. 
Kilbourn, $22,500; William A. Blees, 
vice-president, $35,000; Edgar W. Gar- 
bisch, vice-president, $25,000; Frank 
R. Griffin, account executive, $16,000; 
Louis W. Thomas, copywriter, $20,- 
929; Harry Bercovitch, publicity 
manager, $15,500. 

Geyer, Cornell & Newell, Inc.—P. L. 
Cornell, president, $26,544; H. E. 
Houghton, vice-president, $16,500. 
Gotham Advertising Company— 
G. E. Harris, Jr., president, $23,365. 
Graduate Group, Inc.—Myron Zo- 
bel, president, $15,793. 

Lennen & Mitchell, Inc.—Robert W. 
Orr, vice-president and _ treasurer, 
$29,999; Arthur L. Lynn, secretary, 
$18,500; Frederick Dickson, vice- 
president, $17,520; Ray Virden, vice- 
president, $29,999; Robert M. New- 
comb, vice-president, $18,499; Myron 
C. Perley, vice-president, $37,999. 

Phillips H. Lord, Inc.—Phillips H. 
Lord, president, $18,100. 

Metropolitan Sunday Newspapers, 
Inc.—A. C. G. Hammesfahr, presi- 
dent, $23,500; W. E. Hosac, vice-presi- 
dent, $20,000. 

Motion Picture Daily—Martin J. 
Quigley, president, $27,974; Colvin W. 
Brown, vice-president, $17,720. 
Frank A. Munsey Company—wWil- 
liam T. Dewart, president, $50,000; 
Gilbert T. Hodges, executive board, 
$15,999. 

McCall Company—Marvin Pierce, 
assistant to president, $25,052; Fred- 
erick B. Davies, sales manager, $18,- 
900; Harold C. Kennedy, New York 
advertising manager, $16,164; Mal- 
colm MacHarg, Western advertising 
manager, $22,950. 


Other N. Y. Salaries 


McCann-Erickson, Inc.— A. W. 
Erickson, chairman, $33,000; H. K. 
McCann, president, $49,999; vice- 
presidents: Harrison Atwood, $24,- 
000; H. L. Palmer, $24,000; M. D. 
Ackenbach, $16,566; H. Q. Hawes, 
$19,500; Raymond Atwood, $18,000; 
L. E. Firth, $18,000; Homer Maver- 
male, $18,000; E. C. Bennett, $15,999; 
L. S. Briggs, $19,670; Kenneth Groes- 
beck, $15,750; E. D. Hill, $24,000; 
E. D. Madden, account executive, 
$19,999; Chester A. Posey, account 
executive, $16,000. 

McGraw-Hill Publishing Company 
—James H. McGraw, chairman, $26,- 
043; Malcolm Muir, president, $41, 
971; vice-presidents: James UH. 
McGraw, Jr., $41,971; Henry G. Lord, 
$18,301; Harold W. McGraw, $15,786; 
Mason Britton, $39,417; Willard T. 
Chevalier, $16,346; Louis F. Stoll, 
$17,297; M. W. Peronier, $16,297; 
Howard Ehrlich, $17,000; R. B. Put- 
nam, treasurer, $15,823. 

Media Records, Inc.—C. E. Rock, 
president, $25,000; W. D. Nugent. 
vice-president, $25,000. 

Gannett Newspapers, Inc., Roches 
ter, N. Y.—Frank E. Tripp, general 
Manager, $20,000. 

Beech-Nut Packing Company, Cana- 
joharie, N. Y.—Bartlett Arkell, presi 
dent, $20,800; F. E. Barbour, vice- 
president, $20,000. 

Mohawk Carpet Mills, Amsterdam, 
N. Y.—A. W. Shuttleworth, president, 
$50,000; J. D. I. Husband, merchan- 
dise manager, $22,500; Victor Bow- 
man, sales manager, $20,000. 

Cluett, Peabody & Co., Troy, N. Y.— 
Cc. R. Palmer, president, $48,250; 
A. 0. Buckingham, advertising direc- 


Other 1935 Stipends 


Allied Newspapers, Inc., Cincinnati 
—John E. Finneran, $29,000. 
Crosley Radio Corporation, Cincin- 
nati—Powel Crosley, Jr., president, 
$18,000. 

Columbus Dispatch — Harvey R 
Young, advertising director, $17,000. 
Firestone Tire & Rubber Company 
Akron, 0.—F. K. Starbird, advertis- 
ing ager, $16,000, we, ited 


er Publications, 


Don G. Gardner, $24,000. 


VEE 


Expanding the Better Light, Better 

promotion for 1937, with an appeal to 

guard children's sight, this is one of the 
new Mazda Lamps displays, 


Andrew Jergens Company, Cineip, 
nati—R. V. Beucus, advertising may 
ager, $23,000. 

Kroger Grocery & Baking Company 
Cincinnati—Gordon P. Mougey, dires 
tor of merchandising operations, 
$22,000. 

National Cash Register Company 
Dayton, O.—George Haig, advertising 
and sales promotion director, $20,099, 

Owens-Illinois Glass Company, T» 
ledo—F. J. Solon, vice-president ang 
general sales manager, $27,000, 

N. W. Ayer & Son, Philadelphia~ 
George W. Cecil, vice-president, 
$20,000. 

Campbell Soup Company, Camden, 
N. Y.—H. F. Jones, advertising map. 
ager, $29,000. 

Colgate - Palmolive - Peet Company, 
Jersey City—Ken R. Dyke, general 
advertising manager, $20,000, 

Milwaukee Journal—Irwin Maier, 
advertising manager, $16,000. 

St. Louis Post-Dispatch—George M, 
Burbach, advertising manager, 
$24,000. 


LOOK! 11's 
_A BAS-RELIEFI 


Never seen before—a 
new 'stat effect for ads, 
window trim, charts, 
sales books. No time 
wasted, no retouching 
needed, can be super- 
imposed on photos, 
etc. Another evidence 
that Rapid leads in 
"stats! Rapid ‘stat serv- 
ice can save you hours, 
dollars! Let us prove itl 


GIANT PRINTS. .’STATS 


RAPID 


COPY SERVICE CO. 


6 BRANCHES: NEW YORK, 415 Lexias- 
ten, 444 Madison, WAnderbiit 3-360 
CLEVELAND, Ninth — Chester Bids~ 
MAin 9335 © CHICAGO, 110 Se. Deer 
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Lines of advertising appeared 
in the pages of ADVER- 
TISING AGE during 1936. 


This is almost three times as 


much advertising as was 
carried by the second paper 


(564,116 lines). 


It is also 28 per cent more 


than the volume of advertis- 
ing carried by ADVERTISING 
AGE in 1935 (1,176,448 


lines). 


Compared with the ADVER- 
TISING AGE total in 1934 of 
979,913 lines, it is an in- 
crease of 53.68 per cent. 
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ADVERTISING AGE —~ yo 
CAPITAL PAPER , pies AT THE ANNUAL FRIGIDAIRE SALES CONVENTION Total Adve sng ot 


AGAIN FIRST IN 
TOTAL LINEAGE 


Washington Star Holds ’35 
Rank; First Five Unchanged 


New York, Jan. 21.—The Washing- 
ton Star, which carried more adver- 
tising in 1935 than any other news 
paper in the United States, repeated 
this record in 1936, according to 
Media Records’ analysis of advertis- 
ing published in newspapers of 99 
major cities. The Star carried 22,- 
976,043 lines in 1936. 

The relative positions of the first 

five papers in total advertising were 
unchanged from 1935, the New York 
Times being in second place; Detroit 
News, third; Chicago Tribune, fourth, 
and New York News, fifth. The first 
50 papers, both six and seven-day, in 
total advertising, are shown in the 
accompanying table. 
“In the week-day morning field, the 
New York News was at the head of 
the list in total advertising, with 
13,867,994 lines. Chicago Tribune 
came second with 13,122,759, and New 
York Times, third, with 12,247,209. 

The Washington Star also led in 

total advertising carried by week- 
day evening papers, with 17,611,108 
lines. The Toronto Star’s 16,432,458 
lines carried it to second place, while 
third was taken by the Detroit News, 


Readers of FOOD INDUS- 
TRIES spent close to a © 
hundred million doilars on | 


advertising in 1936 in 
newspapers, magazines 
and broadcasting. es 


The candid cameraman stepped up at a jovial moment during the annual Frigidaire Corporation sales convention in Dayton, 
catching Roy E. Smithson, commercial division manager, (left), Lee A. Clark, household advertising and sales promotion man- 


ager, and David M. Noyes, executive vice-president, Lord & Thomas, Chicago. 


with 15,154,638 lines. The Toronto 
Telegram carried 14,975,939 lines to 
rank fourth, while Pittsburgh Press 
was fifth with 14,827,902. 

Among Sunday papers, the New 
York Times carried the greatest total 
advertising, 9,408,605 lines. The 
Chicago Tribune carried 7,321,286 
lines to rank second, and the New 
York Herald Tribune placed third, 
with 6,549,548 lines. 

In total display advertising, the 
New York News was first among 
week-day morning papers, with 13,- 
$22,957 lines. The New York Times 
was second, with 10,304,692 lines, 
while the Chicago Tribune came 
third, with 10,031,920. The Boston 
Herald was fourth, with 9,434,830 
lines, and the New Orleans Times- 
Picayune, fifth, with 8,259,789 lines. 

The Washington Star led all 
week-day evening papers in total dis- 
play, carrying 14,757,308 lines. It 
was followed by the New York Sun, 
13,009,617; Pittsburgh Press, 12,732,- 
971; Toronto Star, 12,611,181; and 
Detroit News, 12,142,023. 

Among Sunday papers, the New 
York Times was supreme in total 


‘display advertising, 


publishing 7,- 


484,317 lines. The New York News 
came second, with 5,962,569 lines, and 
the Chicago Tribune third, with 
5,759,702. The New York Herald 
Tribune ranked fourth, with 5,664,833 
lines, and the Philadelphia Inquirer, 
fifth, with 5,031,051 lines. 


First in General 


The Chicago Tribune carried more 
general advertising in 1936 than any 
other week-day morning paper, 2,- 
777,975 lines. The New York Times 
was second and New York Herald 
Tribune, third. The New York Sun 
led in general advertising among eve- 
ning papers, carrying 2,880,736 lines. 
Two Canadian papers, Montreal Star 
and Montreal La Presse, were second 
and third, respectively, 
followed by the Philadelphia Bulletin 
and Detroit News. 

Among Sunday papers, the New 
York Times carried the most general 
advertising in 1936, 1,945,573 lines. 
New York Herald Tribune was second 
and New York American third. 

In automotive advertising, the 
Harrisburg Patriot led all week-day 
morning papers, with 601,475 lines. 


The Salt Lake Tribune was second 


Dear Mr. Advertiser: 


going to do with it:- 


running this red 
well it "reduces". 


The prices are as follows, 


1M - 6.00 per M 5M - 
2M - 4.00 per M 10M - 
3M - 3.50 per M 25M - 


Can you write a better letter with your secretary on your lap? 
If you can. . . then do it now, because here is what we are 


We will photograph your letterhead and your 
exactly the same size as this "Little Letter", make a zinc plate 
and print on three ply white cards, trim the edges and deliver 
to you ready for addressing and mailing. 


Now, maybe you have thought of that before, but it's a safe bet 
that you have never tried it, so we have gone to the expense of 
ction in exact size, so that you can see how 


Advertising Age told us that advertising men were expert at ; 
ting good ideas to work . . . 80 in the expert administration of 
i your duties as an advertiser, will you take time now, to write 

H that letter... that letter that will go to thousands on your 
H mailing list, the cleverest way it could be done! 


. Delivery in 7 days, F. 0. B. Chicago. 


SCOTCH STATIONERY CO. 


«CHICAGO, U. S.A. 


Monday 


letter down to 


put 


We will retype your letter, if you wish, with our special type- 
writer, but exactly as you wrote it, without additional charge. 


bristol, size 


printed on three ag oe cath aaken 


3.00 per M 50M - 2.25 per M 
2.75 per M 75M = 2.00 per M 
2.50 per M 100M - 1.90 per M 


It's @ good idea to do it now, you'll always be glad of it! 


Yours very truly, 
SCOTCH STATIONERY CO. 


"oe argew 


FREE 


100 Prints of your letter- 
head this size, on three 
ply white card if you write 
your order on blank below. 


per M. Inclosed is check 


th is our letterhead. Please reduce to size as shown and 


We will reproduce anything - put on a letciees including halftones and drawings. 


SCOTCH STATIONERY CO., Merchandise Mart, Chicago. 


Gentlemen: 


print on..... 


(or money order) covering cost in full. Ship via Express F. O. B. Chicago to 
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and were 


and Manchester Union, third. The 
Newark News was the leader in au- 
tomotive lineage in the week-day 
evening field, carrying 846,599 lines. 
It was followed by the Buffalo News 
and Toledo Blade. 

The Los Angeles Examiner led the 
parade in automotive advertising in 
Sunday papers, its allotment being 
482,675 lines. The San Francisco 
Examiner was second, and the Cleve- 
land Plain Dealer third. 


New Car Vanguard 


A different picture is presented by 
Media Records’ analysis of new pas- 
genger car advertising, the Detroit 
|Free Press being the leader in this 
classification in the week-day morn- 
King field, with 220,206 lines. The 
New York Times was second and St. 
Paul Pioneer Press, third. 

In the week-day evening field, the 
Newark News led in new passenger 
car lineage, with 289,246. The 
Toledo Blade ranked second, followed 
by the Sacramento Bee. 

The Los Angeles Examiner carried 
more new passenger car advertising 
than any other Sunday paper, 268,881 
lines, with the San Francisco Exam- 
iner second and - Cleveland Plain 
Dealer, third. 

In the retail classification, the 
New York News led in lineage among 
week-day morning papers, carrying 
11,222,651. The Chicago Tribune 
placed second and the Boston Herald, 
third. The Washington Star was first 
in retail advertising among week-day 
evening papers, with 12,119,982 lines, 
being followed by the Pittsburgh 
Press and Toronto Star, with the 
New York Sun fourth. In the Sun- 
day field, the New York Times carried 
the greatest volume of retail adver- 
tising, 5,240,742 lines. The New 
York News was second and the Chi- 
cago Tribune, third. 


First in Classified 


The Los Angeles Times was the 
classified leader among morning 
papers, carrying 3,898,393 lines. Chi- 
cago Herald and Examiner was sec- 
ond and Los Angeles Examiner third. 
Among evening papers, two Can- 
adian dailies carried the greatest 
classified lineage. The Toronto Tele- 
gram was first, with 4,126,525 lines, 
while the Toronto Star followed. The 
Detroit News was the American 
leader, with the Newark News second 
and Washington Star third. 
The Detroit News was the Sunday 
classified leader, with 2,706,220 lines. 
The St. Louis Post-Dispatch was sec- 
ond and the New York Times third. 
The New York News was the favor- 
ite newspaper for department stores 
in the week-day morning field, lead- 
ing all others with 5,375,130 lines. 
The Boston Herald ranked second 
and the Ohicago Tribune third. 
Philadelphia Evening Public Ledger 
led week-day evening papers in de 
partment store volume with 6,121,491. 
New York Sun and Pittsburgh Press 
were second and third, respectively. 
The New York Times carried more 


(Both Six-Day and Seven-Day) 


As measured by 
Media Records, Ine, 


Year 1936 
1, Washington Star ..... engines 
2. New York Times ..... 2 Tee 
3. Detroit News ......... 163 et 
4. Chicago Tribune ..... 20,444 48 
5. New York News ...... 983590 
6. Pittsburgh Press ...... "654074 
7. Baltimore Evening ana 
MMGAY BUM ooo veces 
Toronto Star (includes 18,582,495 
WOGHIN) Keesincssicee 
8. Milwaukee Journai ... i7/gqr%2 
9. Los Angeles Times ... 16,660.775 
10. St. Louis Post Dispatch 16,595 634 
11. Baltimore American & 9” 
WD TOGE sxc eo oe. ° 
12. Pittsburgh Sun-Tele- 16,600,203 
BG se bdeoeeaahscce 
13. New York Herald Trib- 16,161,354 
RE re 15, 
Toronto Telegram .... 1a 
14. Columbus Dispatch ... 14 800/935 
15. Boston Herald ........ 14,658,005 
16. Philadelphia Inquirer.. 14,649,975 
17. tent Orleans Times- ‘ 
cayune & States... 14, 
18. Newark News ........ lesen 
19. Akron Beacon Journal 14,059,443 
20. Los Angeles Examiner 14,047,357 
21. Detroit Times ........ 13,813,843 
22. Seattle Times ....... - 13,610,173 
23. Louisville Courier- : 
Journal ....-.6. e+e 13,566,393 
24. Cleveland Plain Dealer 13,408.19; 
25. Providence Bulletin .. 13,350,519 
26. New York Sun ....... 13,303,797 
27. Dallas Times-Herald... 13,273.63 
Montreal Star ........ 13,235,820 
28. San Francisco Exam- 
.. eer +++ 13,079,607 
29. Brooklyn Eagle ..... + 18,060,498 
30. Cleveland Press ...... 13,031,637 
81. Denver Post ........ ++ 12,847,259 
32. Philadelphia Evening 
Public Ledger ..... + 12,800,744 
33. Hartford Times........ 12,799,234 
34. Buffalo News ....... ++ 12,588,802 
35. Boston Traveler ...... 12,587,256 
36. Dayton News ......... 12,586,546 
37. Memphis Commercial 
RS OTe re +. 12,502,248 
38. New York World Tele- 
ET Pee eee 12,455,845 
39. Philadelphia Record .. 12,437,973 
40. Chicago Daily News... 12,394,975 
41. Houston Chronicle .... 12,122,226 
42. Miami Herald ........ 12,089,203 
43. Rochester Democrat & 
CHEOMICID 2sscscccces 12,045,865 
44. Chicago Herald and 
MRMIINGP cc cs ccevces 11,813,154 
45. Minneapolis Tribune .. 11,796,328 
46. Youngstown Vindicator 
and Telegram ...... + 11,696,085 
47. Philadelphia Bulletin.. 11,695,667 
48. Boston Globe ......... 11,647,154 
49. Los Angeles Herald and 
BEEPPOSS cccccccccces 11,539,192 
50. New York American.. 11,537,345 


than any other paper, 3,344,309 lines. 
New York Herald Tribune came sec 
ond and Philadelphia Inquirer third. ( 
New York Times was the choice 
of financial advertisers among week- 
day morning papers, with 1,177,08 
lines. The New York Herald Tribune 
was second, while a Canadian paper, 
Toronto Globe & Mail, came third, 
and the Boston Herald, fourth. 
Among week-day evening papers, 
New York Sun carried the greatest 
volume of financial advertising, 535, 
995 lines. The Boston Traveler was ] 
second, Toronto Star, third, and 
Providence Bulletin, fourth. 
The Newark Call led in financial 


advertising among Sunday papers, | 
carrying 196,371 lines. Detroit Free 

Press was second and Louisville , 

Courier-Journal third. ‘ 

I 

1 

y 

In 1936 New York 

department stores used : 

more space in The New 
York Times than ever ] 
before. ( 


Why? 


Because they find that 
their best accounts and 
their best prospects are 
the intelligent, active 
families that prefer The 
Times over any other 
New York newspaper. 


The New Work Gimes 


“All the News That's Fit to Print” 


Sunday department store advertising 
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15,0 043 
55,814 
63,15 
44,045 
38,944 
54,072 


182,498 


91,929 
185,019 
560,779 
195,639 


100,203 
151,354 


25,353 
175,939 
300,032 
558,006 
340,078 


524,224 
346,765 
059,462 
47,287 
313,848 
610,173 


566,398 
408,795 
350,519 
803,727 
273,628 
235,820 


079,607 
050,498 
031,637 
847,259 


800,744 
799,234 
588,802 
587,256 
586,546 


502,243 
455,845 
437,973 
394,975 
122,226 
089,203 
045,865 


813,154 
796,328 


696,085 


ADVERTISING AGE 


- Cincinnati Times-Star carried 
9,801,303 lines of Total Display 
Advertising during 1936 (a gain of 
928,743 lines over 1935) to maintain its 
unbroken record of leadership through 
the 29th straight year. 


The Times-Star carried 4,102,666 Lines 
More than Cincinnati’s other evening 
newspaper, 5,647,554 Lines More than 
Cincinnati’s only morning newspaper, 


HULBERT TAFT 


/V%6 record of Leadership 


PROOF that the Times-Star consistently ‘‘ Deliv- 


) TI 
lif year 


5,706,099 Lines More than the Sunday 
newspaper, and 1,552,350 Lines More 
than the morning and Sunday news- 
papers combined. 


Proving again that the Times-Star’s 
greatest daily coverage of Cincinnati's 
city and suburban area—a ‘‘Quantity- 
Quality”’ circulation— literally as well 
as figuratively ‘‘Delivers Your Goods 
in Cincinnati.” 


NEW YORK 


Martin L. Marsh, 60 E. 42nd Street 


CHICAGO 


Kellogg M. Patterson, 333 N. Mich. Ave. 


ers the Goods”’ for the advertiser in Cincinnati. 


During 1936, as for the previous 
28 consecutive years, the Times- 


Star carried more TOTAL DIS- 


PLAY ADVERTISING than the 
only other evening newspaper, and 
more than the morning and Sun- 
day newspapers combined ... . . 


72% More 
than the other evening 
newspaper as follows . . 
71% more Retail Advertising 


87% more General Advertising: 


54% more Automotive Advertising 
102% more Alcoholic Beverages 
135% more Building Materials 

80% more Grocery Advertising 
124% more Heating and Plumbing 

86% more Medical and Toilet Re- 

qnisites Advertising 
1042% more Men’s Wear, Women’s 
Wear, pyeen od and Sporting 
Goods Advertising 
149% more poy Electrical Appli- 
ances and Supplies 
27% more Tobacco Advertising 
64% pee Teepe net and 
Resort Advertising 
180% more Miscellaneous Goods 


136% More 
than the morning news- 
paper as follows ...... 
125% more Retail Advertising 


193% more General Advertising: 


158% more Automotive Advertising 
116% more Alcoholic Beverages 
281% more Building Materials 
1365% more Grocery Advertising 
304% more Heating and Plumbing 
1007% more on and Toilet Re- 
quisites Advertising ~ 
693% M Wear, Women’ 
wma OP 
Goods Advertising 
1344 Radios, Electrical Appli- 
a aus and Supplies 
44% more Tobacco Advertising 
7 Transportation, Hotel and 
as Resort Ad Advertising 
200% more Miscellaneous Goods 


+ eee weed 


139% More 
than the Sunday news- 
paper as follows...... 


133% more Retail Advertising 
178% more General Advertising: 


119% more Automotive Advertising 
3133% more Alcoholic Beverages 
69% more Building Materials 
78% more Grocery Advertising 
66% more Heating and Plumbing 
97% more eee sae Zee Be 
teen AdivarGel 
vn ey, Wesson taal Speine 
Tr, 
Goods Advertising 
Radios, Electrical A ppli 
I ee rene ppli- 
506% more Tobacco Advertising 
i and 
eh ee ee 
15@% more Miscellaneous Goods 


You need only the Times-Star 
to do the complete selling job 


in Cincinnati. 
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ADVERTISING AGE 


January 25, 19% 


Bureau of Advertising 


Move Tabled by C.N. P. A. 


San Jose, Jan. 19--The much-de- 
bated question of whether the Cali- 
fornia Newspaper Publishers Associ- 
ation should set up an Advertising 
Bureau of its own was tabled after 
intensive closed-session discussion as 
the association wound up its 49th 
annual convention here Sunday. 
More than 400 attended. 

The committee studying this pro- 
posal reported its findings at the 
concluding business session and the 
report was adopted with no further 
action taken. 

New officers unanimously elected 
were: George F. Morrell, publisher, 
Peninsula Newspapers, Inc., Palo 
Alto, to succeed Frank Rospaw, 
Placentia Courier; first vice-presi- 
dent, Roy A. Brown, Sanger Herald; 
second vice-president, William  S. 
Kellogg, Glendale News-Press and 
secretary-treasurer, A. E. Snider, San 
Fernando Sun. 


Executive Committee Named 


These officers, together. with the 
following, comprise the executive 
committee: Mr. Rospaw, Paul R. 
Leake, Woodland Democrat; M. F. 
Small, Feather River Bulletin; 
Harry Hammond, Riverside Press- 
Enterprise; Neal Van Sooy, Azusa 
Herald. 

A highlight of the numerous dis- 
cussions of current advertising 
trends was an address by Paul S. 


re . 
i PPR ise tL are ie F My Gee a 
Bees. spr § SAA 


WN dain oh cae RE RE 


Agencies and advertisers will 
_ be interested to know that the. 


distribution of FOOD INDUS. | 
_ TRIES has been increased 20°c 
_ since last year to insure cover-— 
age of new men and new com- 
panies coming into the picture 
ublished by McGraw-Hill. 


Armstrong, general manager, Cali- 
fornia Fruit Growers’ Exchange, Los 
Angeles, on “Producer Cooperatives 
and Advertising.” Giving a break- 
down of advertising expenditures, he 
said, California co-operative market- 
ing organizations invested an esti- 
mated $2,295,000 during the year 
1936 to advertise the state’s specialty 
crops, valued at $174,338,000. 

The advertising done on most agri- 
cultural commodities has been done 
by the processor or distributor and 
not directly by the farmer, he 
pointed out. California specialty 
crops, however, which are merchan- 
dised by the producers’ organizations 
are quite generally advertised by 
them. 


Hit Advertising Regulation 


At the concluding business session 
the association authorized a special 
committee to investigate the trend 
toward advertising regulation. A 
resolution likewise was passed op- 
posing any move to regulate liquor 
advertising in newspapers, leaving 
it to individual publishers to deter- 
mine their own policy. 

Trophies awarded at the conven- 
tion included: Lord & Thomas cup 
for most noteworthy disinterested 
public service performed by a mem- 
ber newspaper during the year, Ala- 
meda Times-Star, publisher, H. G. 
Spaulding, who also won the Sigma 
Delta Chi plaque, Stanford Univer- 
sity chapter, for courage in journal- 
ism. 

Los Angeles Times cup for best 
weekly front page, Westwood Hills 
Press, edited and published by Al- 
den C. Waite and B. C. Wanglin. 

The California State Chamber of 
Commerce Cup for Best Daily Edi- 
torial Page, San Jose Mercury-Her- 
ald, published by E. A. and J. O. 
Hayes. 


Joins Y. & R. 

Carol Irwin, formerly with the pro- 
gram department of Station WCAU, 
Philadelphia, has joined Young and 
Rubicam, Inc., New York. 


You who have struggled 
with “mat problems” can 
uncrease those brows. Let 
worry be begone. 

A new method— starting 
with the revolutionary 
Tenaplate form — brings 
you P@A Direct Pres- 
sure Precision Mats. 

You must have the facts 
and visual proof if youwant 
to release your next news- 
paper campaign with new- 


LEAD MOULDS « 
STEREOTYPES 


YOU CANT 
LOSE 


YOU ARE BOUND TO WIN 


_ found confidence in results, 


PARTRIDGE & ANDERSON 


712 FEDERAL STREET, CHICAGO, TELEPHONE HARRISON 3732 


TENAPLATES « 


Fine lines, halftones — 
every detail comes out 
faithfully and beautifully 
—shrinkage is a thing of 
the past. Priced commen- 
surately with the superior 
effects achieved — 

P@A Direct Pressure 
Precision Mats should be 
dividend-building on your 
next campaign. How re- 


sults are speeded! 


ELECTIROTYPES 
¢ MATRICES 


Rank 

81—Acme White Lead & Color Wks........... 
37—Affiliated Products, Inc. 
40—American Can Co. 
8—American Home Products Co.............. 


ee 


Pe ee 


Including 
i OE ik ics BARRE Le ethene eennoe 
AnasinTiGoDel ... iviividcdsnecoceccces 
Boyle, A. S., Company, The............ 
Bi-Bo-Dol Co., TRO. satbbrccccccccccces 
Kolynos Company, .The................ 
poo fe eee 
Wyeth Chemical Company............. 


88—Amoericnan Radiator CO. ..cccscccccccscccces 
6—American Tobacco Co., The................ 
59—Atlantic Refining Company................ 
Rc, MF eo eackG se ocd akan eedececede 
SUR TE, So vag cei ates cos rgerneenses 
43—Campana Corporation 
11—Campbell Soup Company.................+. 
Sie, FE so oid cde tsk rice cedeesninonte 
5—Colgate-Palmolive-Peet Co. ............++55- 
24—Continental Baking Co., Inc................ 
25—Chrysler Corporation 
Including 
Chrysler Motor Corporation............ 
Dodge Brothers Corporation............ 
Plymouth Motor Corporation........... 
B2-—Cee BE ies 6 6 5 6 0 55 howe eed een veees 
78—Coca-Cola Company 
65—Corn Products Refining Co................. 
99—Cream of Wheat Corp., The................ 
52—du Pont, E. I. de Nemours & Co., Inc....... 
72—Elgin National Watch Co................... 
35—Firestone Tire & Rubber Co................ 
CO — es i ie. Wis Bei ccc w ieee seeeasene 
3—Ford Motor Company..............sseeeee. 
TT TI Cas onc ce sce cede esiewnes 
7—General Foods Corporation................. 
Including 
Calumet Baking Powder................ 
NS Ae Pa hn ae ain 9X 4k ee ORE w aE OE 
Tipmend Crystal Salt. ....6. kocsis cave 
General Foods 
Grape Nuts 
RNS orale By ainig bios 'bd PAG WSO OATS 
Se EE ENTE 6 6st sd recites ocnes 
Maxwell House Coffee................. 
Minute Tapioca 
Post Toasties 
ROE COT TS ETT 
ee 
14—General Motors Corporation................ 
Including 
Buick Motor Company................. 
Cadillac Motor Car Company............ 
Chevrolet Motor Company............. 
Delco Appliance Corporation........... 
Fisher Body Corporation............... 
Frigidaire Corporation ................ 
General Motors Truck Co.............. 
Olds Motor Works................ Sara 
Pontiac Motor Company................ 
60—Gillette Safety Razor Co................... 
87—Goodyear Tire & Rubber Co., Inc., The.... 
TO — SIO, TIBI CO 6 ores dbs codices need oee. 
23—Great Atlantic & Pacific Tea Co., The...... 
46—Gulf Refining Company.................... 
‘90—Health Products Corp., The................ 
96—Hecker-H-O Company, Inc.................. 
56—Heinzg, H. J., COMpany...........c ccc cvvees 
30—Horlick’s Malted Milk Corporation.......... 
57—Household Finance Corporation............ 
48—International Cellucotton Products Co. 
EG IN 6.550 6G i518 4.5166 5 c0rb-0 bad 060 5 010 
26—Jergens, Andrew Co., The.................. 
Including 
Jergens, Andrew Co., The.............. 
Wooauury, d0nn H,, INC... 0... ceccvess 
50—Johnson, S. C., & Son, Inc 
BO TRNPE COMIN onc bcc ccc tdccccivcvececs 
20—Kraft-Phenix Cheese Corporation 
84—Krueger, G., Brewing Co................... 
16—Lady Esther Company....... Ce eee nee 
38—Lehn & Fink Products Co.................. 
13—Lever Bros. Company...................... 
15—Liggett & Myers Tobacco Co 
54—Macfadden Publications, Inc 
93—Marrow, J. W., Mfg. Co........ccc ccc ccwces 
12—Miles, Dr., Laboratories, Inc 
75—Mohawk Carpet Mills, Inc 
Se I ia is wns vkn-smre were coo ahineee 
39—Morris, Philip, & Co., Ltd., Inc 
94—National. Biscuit Company................. 
67—National Ice Adv. Company, Inc 
63—Pacific Coast Borax Co 
42—Packard Motor Car Co................0.00- 
9—Pepsodent Company, The.................. 
56—Pet Milk Sales Corporation................ 
21—Philco Radio and Television Corporation... . 


(Continued on Page 42) 
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411,784 


421,551 
76,268 
166,186 


282,568 . 


350,834 


660,974 
617,578 


358,857 
5,291 
253,430 
536,641 
171,025 
242,265 
105,688 
314,759 
185,484 
511,506 
275,416 
2,082,664 
175,370 
1,501,945 


66,360 
717,295 
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127,560 
1,346,876 
1,223,054 


353,603 
596,018 


- 248,908 


347,115 
333,935 
562,203 
780,204 
140,370 
1,046,033 


121,582 
1,289,764 
177,816 
215,139 
430,264 
121,345 
217,330 
248,810 
372,099 
1,352,064 
301,035 
745,020 


99 Leading Radio Adver- 
tisers of 1936 


Companies Spending More Than $100,000 in 1936 on 
NBC, CBS and MBS Networks with Compara- 
tive Time Cost for 1935 


Compiled Exclusively for Apvertisinc AcE by National Advertising 
Records, Inc., From Records of Publishers’ Information Bureau, Inc. 


1,211,568 


202,876 
170,562 
235,111 
386,643 
234,376 
116,909 
640,208 
81,472 
31,116 
565,350 
510,838 
926,515 
332,517 
1,679,037 


134,256 


501,646 

65,856 
823,524 
897,563 


18,016 
344,691 
12.546 
3.435 
130,481 
279,734 
108,660 
135,644 


eeeeee 


137,678 
197,006 


386,866 
724,105 


209,334 
514,771 
278,635 
482,242 
736,592 
27,715 
1,100,998 
398,826 
468,433 
729,447 
293,477 
83,593 
858,671 
235,557 
99,258 
508,894 
288,133 
234,628 
194,871 
1,098,996 
176,193 
556,989 


TOTAL DISPLAY 
IN NEWSPAPERS 
UP 9.5% IN 


(Continued from Page 10) 


in 1936 aggregated 765,288,739 Jing. 
compared with 706,755,254 in 193. 
for an increase of 58,533,485 lines, o 
8.3 per cent. 

Department store advertig; 
chalked up a gain of 8.0 per cen 
amounting to 313,703,752 lines j, 
1936, against 290,585,916 in 1935, ap 
increase of 23,117,836 lines, 

Further analysis of the 1936 news. 
paper figures reveals many signjg. 
cant facts. October seems to hay 
been the month in which both retaj 
and general advertisers decided 
put on the pressure. Both had been 
investing larger sums in newspape 
advertising than in the corresponding 
months of 1935, without making gep. 
sational increases. Retailers gy. 
denly used 8,901,341 lines more jp 
October, 1936, than in the same 
month in the preceding year, 


Shifts in Practice 


National advertisers used 6,635,193 
more lines of newspaper advertising 
in October, than during the same 
month of 1935. Automotive adver. 
tisers made a big jump in November 
over the corresponding month of 
1935, while financial advertisers jp. 
creased their lineage heavily last 
March, as compared with March, 
1935. The biggest gain in classified 
advertising, as compared with the 
corresponding month of 1935, was 
registered in May, when the budding 
optimism of the public was mani- 
fested by a gain of almost 5,000,000 
lines. 

Department stores used 3,280,168 
more lines of advertising in June, 
1936, than in the same month of the 
previous year. However, December 
was the peak month for both depart 
ment stores and other retailers in 
their use of newspaper lineage in 
both 1935 and 1936. 


WORRIED BY RUSHES 
AND 


DELIVERY DELAYS? 


Relax 
Cool Down 


SHIP... 
\ 


by THE ONLY NATION-WIDE 
AIR EXPRESS 


2,500 MILES OVERNIGHT 


It’s the natural and only answer. You 
save days on deliveries and bask in re 
lief because... 


%* Nation-Wide Air Express gives 


you day and night service direct 
to 216 key cities in the United 
States and Canada, to Hono- 
fulu, Guam, Manila and 
Latin-American countries. 

* Nation-Wide Air Express 
reaches your farthest-off Amer- 
ican customers overnight, 

~ nearer-bys in a matter of — 

%* You get quick connections 
key junction points with fast 
Railway Express trains for any 
center or section you need to 
serve. 4 
Pick-up and delivery, doort” 

" door a prompt, without e%- 
tra charge, in all cities 
principal towns. 

% Low, economical rates. 

* One organization. One respon- 
sibility. One waybill. 


The only Air Express service that 
you nationwide coverage. It is at 


How to Profit with Air Expr 
dress General Sales Department, 
way Express A ency, 230 Park pee 
York, N. Y. For service an —- 
tion, phone any Railway Express 


AIR EXPRESS 


DIVISION encY 


RAILWAY EXPRESS 


your specifications. Write for book | 
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Diaper pins and coffin handles, silver plate, 
shells that kill, and surgeon’s tools that save, 
Condenser tubes and Colonial candlesticks, 
flashlights, and the screws in your watch, 
Diving helmets, thumb tacks, safety razors, 
shoe pegs, collar buttons, light switches, 
Faucets, valves, and rings on shower curtains, 
Catridge clips and garter clasps and doorkeys, 
Ashtrays, eyelets, hub caps, radios, 

Powder compacts, compass cases, telephones, 
Toasters, cameras, vacuum cleaners, 

Buttons for cops, conductors, Pullman porters, 
Sheathed in silver, chromium, nickel, paint— 
Are made in whole or part of Brass. . . 

And so is Waterbury, Conn. 


Seventy percent of the country’s brass 

Comes out of Waterbury. A hundred and 
thirty-five years back, 

Old copper kettles were melted down with 
zinc from England, and of the alloy brass 

Buttons were made, carried far and wide 

By peddlers, until Plains Indians wore them 
in their scal plocks. 

Water power stepped the button makers up to 
20 gross a day; 

One factory now makes 70 gross a minute 

Ina mile-long plant on East Main Street. 

The Spanish War brought in munitions 

And during the World War Waterbury made 
little else. After the war, 

A brass-hungry world kept Waterbury’s mills 
and fabricating plants running full blast. 

Fat slabs snipped off by alligator shears 

Are cleaned in pickling baths, go into muffle 
furnaces, liquefy in heat; 

Extrusion presses push out miles of pipe, 


Brass pours through wire-drawing machines; 

A plunger falls with 40 tons of pressure 

On a pile of discs, and condenser tubes for 

some ship’s boiler room are under way. 

Thimbles at 4,000 per hour, and 400,000 

eyelets per day 

Are part of the hundred thousand items made 

of brass in Waterbury. 
Scoville,and A merican Brass 


tool setters, casters; operators of 
tolls, presses and forges; polishers, 
buffers, moulders, sand blastmen, 
d men well paid and worthy 
their hire. 
thereare other plantswhich 
make tools, dies, patterns, 
‘astings, plumbingsupplies; 


(-0 


Zippers, clocks and watches, glass 
and silverware, chemicals, 

And sheer bronze saws that the 
diamond cutters favor; 

And one big plant prints color comic 
sectionsforscoresof Sunday papers. 

But Brass is the bloodstream! 


‘Waterbury Green is the center of town, site 
of the first stockade, a pleasant square 
Of tall old elms, green grass and open sky, 
Flanked by big stores, hotels and churches. 
There is old wealth in Waterbury, too; family 
fortunes, made from brass and tool works, 
That support fine houses, outlying estates, 
schools and charities 
And heirs in New York and Paris. 
Old families still live in Grove Street, Church 
Street, backing up to business areas. 
On West Main doctors combine home and 
office in old mansions; 
A palace of the 90’s is a funeral parlor; 
An abandoned church is a garage. 
Waterbury just missed 100,000 in the 1930 
census—70% native white. 
ugg Some Liths and Italians live 
1s gag in “Brooklyn”; French- 
; ae Canadians on Cherry Hill; 
See = ‘There are some Russians, Poles 
. and Irish; but most of the 
people in this city of Brass 
are native New Englanders. 


Two homes on shaded Columbia 
Boulevard where the Sunday News 
is read regularly. 


SUNDAY. | NEWS 


NEW YORK'S 


Tribune Tower, Chicago - Kohl Building, San Francisco 


@ Waterbury, Conn., 88 miles from 
New York City, is the world’s biggest brass 
center. The Sunday News is its favorite, New 

_ York newspaper. The News is read by"6,361 of 
the 23,078 Waterbury families, reaching 28% of 
the homes. The picture shows a section of the 
retail shopping area facing the Green. 
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They spend a million in 54 drug stores; eight 
millions in $17 food stores. 

More than $24,000,000 pass annually over 
retail counters. 

And 28% of all the families read the New 
York Sunday News, 

Keeping in touch with New York, getting the 
best in features and pictures. 
Now Waterbury is only one of 128 towns 
outside New York City, | 
All of 10,000 population or better, where 
Sunday News coverage 

Runs to 20% or more, gets more of your : 
message to more people, . 

With the small cost and big visibility of the a 
Sunday News. 

Turning up 70% of all New 
families, 

And massing a power for moving merchandise 

In 128 other cities ranging from 10,000 to 
half'a million people. 

Check your advertising coverage in prosperous _ | 
cities such as Waterbury, Binghamton, — 
Trenton, Paterson, Yonkers, Bridgeport, 
and the whole urban area of New York 
influence. | , 

Give your dealers a strong right arm to move © 
more goods! | ’ 

Hook up your magazine schedules with the 
New York Sunday News 

And get the most out of the most-spending 
area in the world! | 
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York City 


220 EasT 42ND STREET, NEw York City 
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: The 50 L Nat 
Farm Paper Lineage in 1936 he eading Nationa) WAGE 
in F 
With Comparative Figures for 1935 Advertisers in Farm RAI 
Publishers’ Information Bureau, Inc. 4 f ] 93 
Sela rect)  Wiagazines tor 6 p 
age 
age . 
f Gain 
1936 of Gain Bi-Weeklies and Weeklies 1936 1935 oO ! , ot | 
omer raph saan 134,155 44.68 *American Agriculturist ....211,362 395,917 46.62 Compiled by National Advertising Records, Inc., from 
} mer ter Pinar 1 a ae ’ California Cultivator ........ 285,092 247,732 15.08 Records of Publishers’ Information Bureau, Inc. 
Capper’s Farmer. Ag EL: 263,305 209,154 21.10 Dakota Farmer «.......-.-. 129,881 99,476 meres 2 tational 
Gentleman 356,287 325,194 9.56 | Idaho Farmer .............. 225,892 186,762 20.95]... 1936 Dthyl Gasoline Corp.. 1493 
pam PT Nic dcssnenk 173,615 129,614 33.94 Indiana Farmer’s Guide ..... 133,769 110,297 21.28 | 23. Allis-Chalmers ate. 8 98,972 iy sn} ee ei ered 
Oo hill 124,094 57,871 116.30 | Kansas Farmer ............. 145,281 181,417 10.54|25. American Telephone & Frigidaire Corporation {1 
Farm Journa Bibs o y0>+ y , Michigan Farmer ........... ee | RR ot Genorah totexe Teun 
esate lave meek, Producer Missouri Ruralist ..........- 134,353 116,021 15.80) 96 Association of American 11 Pe. Rey B. F. Co. The Zain Yo 
Metienel Live a Nebraska Farmer .........-. 284,080 243,513 16.65 Railroads ........-+-- 89,235 | 11. — . 59,929 as 
"aetie nese New England Homestead. ...153,360 129,444 18.47/87. Brown & Williamson To- Electro Battery....... i I uli 
WEE dies 171,344 158,001 11.98 | Ohio Farmer ..............- 179,624 186,875 31.28) 4) Gases 1 Oo. 82.377 Goodrich Footwear... a4 ds Pu 
ote sem Re ee ’ Oregon Farmer ...........-- 224,748 181,791 ao 22. Champion Spark Plug dimiie Givestewn Tisee.... ie | 
Sak halal dial Y re . 
Southern Agriculturist ...... 147,619 132,313 11.56 Pacific Rural Press.......... 425,464 351,719 . 4 i. ae ee" Sees Silvertown Tractor , igs; net 
Southern Planter .........-- 121,227 93,920 29.07 he lg apa Farmer ....... 191,983 174,971 , inate aing: ——~z ee wire & Rusia, ay 
26.98 Prairie Farmer: Chrysler Motor Cor- Co., Inc., The......... 3 ‘ 
ee ee "7ae rss 20.51 Illinois edition ............ 226,573 182,459 24.17 EE Bing so veees 20,884] 36 tess Dr. & Clark, Inc. seit pean 
Wyoming Stockman-Farmer.. 52,43 ; weiss Indiana edition ........... 184,078 149,287 23.30 Dodge Brothers Cor- ||| 41. Hudson Motor Car Com: mee 
1,818,571 1,455,063 24.98 | Rural New Yorker........... 178,223 159,558 11.69 Plymouth. Motor Cor- conte Ae as fo 
’ Farmer: POPACION ..--eeeeeee ’ COMPADY oo ccccccceces 824 ; 
Percent- "Nee edition ei eveacee’ 289,987 196,654 47.46 | 39 yes eer te Inc... ptr 24, Kalamazoo Stove Com. ams 
36.27 46. Continental eee ; SD . ephikensed vouknie 98,875 § 837; 
age Minnesota edition ........ 225,291 165,318 e 50. Dairy Assn. Company, pape 12. Lambert Gonpeny, = 156,62 (13,154, a 
’ BRB, ccs cccccowcccrcece , 44. Lee H. D, Mercantile Co,, 
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ek aint , ’ . General Foods Corpora- 82. Oliver Farm Equipment : 
nr 5 Es ic eeesss 698,692 vn Se tcda eae aes 79,115 § 8 eain 0 
’ 650,867 21.26 *Loss. Including: 19. Perfection Stove Co..... 128,715 § casting § 
789,249 i Calumet Baking 47. Pillsbury Flour Mills Co. roti compared 
PS cael eas sa esuxe pages 16. Procter & Gamble Co. ft the incre 
— a Sree i a caravan bare Rae 307 
Plan Texas Exposition Bell Changes Personnel T Grape-Nuts .......... 68,523|33. Ralston PurinaCompany Ttuif 
Virg Clarahan, Pendleton Dudiey| G. Thomas Cartier has been named | §, s e Srene-srat Fiakes.. oa oF aes 4. genes Sunaees Co., pm 
and Associates, New York, has been | operating vice-president of Bell Tele eo 105,900 | 14. Sears, Roebuck & Co... 13715: Forty 
appointed publicity director and|phone Company of Pennsylvania suc | g Maxwell House Coffee 24,797] 20. Socony-Vacuum Oil Co., ig measu 
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og dle pai d advertis-| will become assistant vice-president Post’s Bran Flakes.... 53,790| 15. Spiegel, May, Stern, Co.. 183,139 of advert 
pe a rvise publicity for The|of American Telephone and Tele- Poet Toasters ........ 119,139] 18. Standard Oil Company.. 140,26 $144,618 
Greater Texas and Pan-American Ex-|graph Co., New York, effective Feb. 1 Sure-dell |. .0.2..2)~-38808| 48 Switt & Company... Geis | 166 per 
position to be held in Dallas from|Carl R. Freehafer succeeds Mr. ee IN Tes os Ee Be SE , tes 
June to November. tier as vice-president and genera i 30,000 papery placerat ao eae ae 
manager of the company’s Eastern 38. General Mills ........... 66,014| 31, United States RubberCo. 80,0 
area. ’ 5. General Motors Corpora- 40. Vicks Chemical Company 62,555 § 1,818,571 
—_—_—__- . . VESAS Aer 411,917 | 21. Wheeling Corrugating > § per cent 
° ° phing e Chicago, Jan. 21.—International Including: Oe oie Cae ene 118,8% B yo96 
Multigraphing Mimeogra Start Nashville Agency Harvester Company was the largest AC Spark Plug Co.... 8,286| 49. Willard Storage Battery Six 
Buick Motor Company 17,550 pre 53,193 se 
and All Mailing Service MeNeill & Mitchener, Advertising,| user of national, sectional and state Gheseolet Meter Gom- 34. Zenith Radio Corporation 7558 21.96 per 
mpnpensing has been organized in Nashville,|farm papers in 1936, according to a pe ereireert 191,191 in 1936 
THE LETTER SHOP, INC. Tenn., by E. M. McNeill, formerly | compilation by National Advertising Delco Corp. .......... 108 Gees .....0665: po $7,718,859 aoe 
St. advertising manager of Whitmore &| Records from records of Publishers’ went 
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second among leading farm paper wick, N. J., “Meur 
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NM e * plete measurement been made. Fig-|use a new system. 
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Crcona ewrtlers AC Chrysler Corporation was in third ote pens Lounge . 4 + ex ee a industries .<, Pawel 
a ’ ? place, with farm advertising of| Business paper and direct mail ad-|  f the food in mice P 
$445,350 by its various divisions, |vertising are being used by the Hotel | lished by MeGraw-hm | - 
7 i b .|New Yorker, New York, to promote ee 
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Motors Corporation, which was _. § of Seri 
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12 followed by Ford Motor Company, ime 
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Firestone Tire & Rubber Company, ' 
eminglon Dypeweiter Liggett & Myers Tobacco Company \ HEA DQ UART ER Ss 
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THE JAM HANDY ORGANIZATION _| {rats of, 1986 spent on aggregate ot mete mony paper which have tn 
$7,718,358 in this medium, compared ape Come 
with $3,669,211 in 1935. As indicat- caheetine canine Sp Oe SRSEENY 


. . . a8 a member of the contact staff. With his 
broad sales training experience in the accounting 
and duplicating machines industry, he is con- 
tributing importantly to the selling power of Jam 
Handy pictures—particularly in the office ap- 
pliance field, as well as in the sale and distribution 
of office machine accessories. 


JAM HANDY PICTURE SERVICE 


Talking Motion Pictures + Slidefilms « Group Selling + Sales Conventions 


NEW YORK 
230 Park Ave. 


DETROIT 
2900 E. Grand Blvd. 


With permanent producing units in HOLLYWOOD 


CHICAGO 
35 E. Wacker Drive 


ed, however, 
comparable. 


Name Publicity Head 
for Paris Exposition 
Pierre Mortier, director of the 
weekly magazine Monde Iilustre, 
Paris, France, has been appointed 
general director of publicity of the 
Paris International Exposition of 
1937, to be opened in May. 
Mr. Mortier will publish a maga- 
zine, “Paris 1937,” as part of the 
publicity campaign. 


Park Expands 


The Park Distributing Company, 
Philadelphia, house-to-house distribu- 
tor of advertising literature and 


the figures are not 


samples, has expanded its offices and 


warehouse at 430-432 Garden St. 


“Headquarters” for complete market and media dais. 
KEENEY PUBLISHING COMPANY 


6 WN. MICHIGAN . . CHICAGO 


=i) 
CHICAGO AGENCY NEEDS CONTACT EXECUTIVE |} 
We cocaine Si 6 eee covert Le cca ia = 


advertising agency. We = 
has initiative and ideas. = 
to produce and dev 


established, widely known Chicago 
particularly interested in a man who : 
well-founded confidence in his own ability a 
new accounts. To pine =A of this 2 paid = abate give full pe or 
account, against co ons. en g “ 

All letters held in strict confidence. Members of our organization 
know of this advertisement. 


Box 972, Advertising Age 


4& 


We © Shp Ee, Se a ee en a ae a EO i SONNY ole! sci wae ee Meh om on ee wt PA 5 et) Ea ee ae oe we eae las © eee, es nen! eh oe eee, Boe ae ae ee EO ee Se ee Be ete) OS ee ee we ee og ee ee Oa CE ee eee Be a eer ye a ee ee a ae ee ot kh eee ee, 6 OM Re eee 
ee Al cates Big eel he Re ee cea rs ere... Singer a ee ee or ee oa Lia dithsg Magia ae Ler Pra 2 4 aan. a, Gear ae ay Ste ee Tae i bs st li 3 ad cough E Pa er eee ey 7 ey Pe *e “ie ees © as 7 f rs es at ee >" SEP Gh) AK Oni ae : yi ore . Be ra ih a * ba < 
Pre” Ag totic me ns ee SA ies 1h, ROO a LD Freee PO aS eae ‘| a i " 3 me ; NG tet, i ‘ 4 é , ? t * * : 
Be Sida Bi Seb pe Ba Pe a a ae Ont ore ae fs 4 < Pie eS J * dai. t 4 . . : s oad cof le 
SR CS ae Tees hie ra ay atiia Soy . . , i 4 Loge « 4 ci 8 de a i ogy 
ety 5 bs = af :. ; % Es i c i Pee “e Sine *: ‘| > HE i Re Pea eae oe tes = a 
2 F « : deb op eee tes” i cee Ripe. Si Pi, See oy ae Sh ie ik 4 ce i eee Poa wing ae 2s Z See ‘ eh ae SP oe 
foes art ; ee a 6, Rhee x ro eee : Se tA eS Vel, eae Nae t See, ale ys hee LK a Se reat Oe Meena tong ee ae cso i Reig RE rea sn Rk re A 8 oe Rg 
ee tn Cage ee AE cra aaa Ny Me Pe a Wildenra i ee rt Hee Re ie epee, gas RS a Pe ER ee” _ a ae at ee ead os © oe eat ay El Toga AY dh i ES yt, See Oo Ae ee ates eh hee 4d ae PR ee = PLS 
Kae ania. Se pees! bs eee 4m eo ar t em ‘ aa Lf. ee 2 nag que t ae maT: NES eek ond FE PS Bie tet + : + “ poe? oe ee! Sse C, he ot a a A omg ths yen Beg he eda eke me ee - 5 . - q ng As , ees ron oe wet “a2™ 
ges FN re ee “ef ahs Oe Se ae tas ee a ey 4 beat ce re meee fon m ey fro Ege DS te rae os Sens Se" ee ee ¢ * fl J . Sa ea a 
Ne aD a ee a ee Os bien io , rasta wag’ : rouane we . } a in, “ _ j Fi / , eee De 
be a x ome * a « 
On Rabid A ee 
- ns sche eh 
Pet es: 
ie. wee 
DHE hele 
pay ee x 
es ier als 
Bis Si Fay 
oh ee 
eee 
u ; 
: 
he ey : 
en eae 2 : 
al : 
sett) 
ete to} 
One! ae, : 
: a 
— 7 
; or. 
Tie Ande ty 
al ace 
Ba Saas 
eee ea 
. ne ee 
ie oe Pad 
Tone ake ey 
% 
Ra cic’ Ps 
ak ea 
7 
a 
- — 
j 
§ 
d 
st a : 
ee a 
Ma hy ] 
a 1 
; 
| 
: | 
/ 
> ; 
za Dh uta 
ea sites yt 
By tyne ae 
ME Sieger 
xy rs 
i eee 
et eee ; 
ae ee ee 
ree tang ae ee : 
aa a eee : 
tit oS aaa j 
BR oe ae ; 
Eas ees ; 
ay : 
ee 
2 chafing 5 
RS an ees aa ; 
es ee ee { 
iat is j 
ben”) 
j 
~ | 
i 
oul 
= , 
ee 
4. 
TY Residential ' “et Hl 
pe x \ey Som 
if | + 
} & from 
PL Industrial 
j and Commercial ee 
ee oe a a 
' ee ee narily 
ety ice 
Sater yep AY inom ‘ 
Ree, Tea 3 
ow pleas ae ig 
ett 4. tae SrA ltd 
re PL TT y 
we ow, Sn ae . 
er Capra ¥ r j fst 
geen Past aa aa eee el Rie En 
ergs sce tees : ed ae es 
SAC 1 a ee eae Sa Eres 9 Ae mae ) y ted Se ; We : fee ONY ; : | ] / ; ee AM ee me he AT eRe 
Shree panes te eee Bis Fn Te iy A es ate ye Pa CUR A An a a ee oe Path ey een a wie baat See eat Ay iste ene OM RN, Rane inate rae Non ity a ae Ga nee Se OPA Pe US VS ns Tehaad reste oe ane ORG ig Ey NON Ae coca ares Wanna Smee 
3h ate of tata LoS Ta feed opt Aah cae Caring ete Sanna Rese STREET «ii Se ae te re tg ae cg IE oh BN Cie tile SL RM, Ss Rate Bayt MTA ae Mer RN Oe eS ta SME Oe ade ee SET Me OP ONS eS Semel “tees SN SU Ue Ih, Se t RE YA ae ee ae ev Be Re he irae Wes Sai ok « A SO) ie eh ae" Cait Pee eee ie ae bean ite a. SAL ARR tS Ts en re ete : 
a2 ete! EP aathce Bee PANE LAN ye ation: Sisal a ie Seat ee SR, Oy ee My. ecg) ter SLs es ea eRe. iy Dear em UCR At ated Ola a One ya Fahy hil Sal ea eee es Aaa Namrteec lta, ate yeh Testy : : re 2 : : oie eae i 
Se ae ako, Cheeni: Sadi a ee On CV ar 9 Ny Da Sh See ein Owihes A to od Heatias sie i ye Oe < Sa at Sars) Se eee gs err ane hide id Fie ag Miche . bee ‘ vepesiek ; roe peed 2 * s Le par aes ae - 3 2. ; . ¢ 
See MTs ae ene id fac pasty be eth, RR hn Bn rE ie ab bs Paice, Bs ache. : Sento =r a ge ERAT aD eee AE te CEN ouaehlbioey ee ee ede oan Tie sean Saeed aE Se ee a) ee 
j ashes oe Mt Seige oR eas SJE me “ ; r Yad J * : a % : z z ° 2 ach \ a ay 2 ae . 


joouary 25, 1937 


ADVERTISING AGE 


41 | poe et 


yAGAZINES AND 
RADIO IN 19% 
GAIN FOR 1936 


{ional Farm Papers In- 


30,419 
614 


23,49 
159,929 


28,832 
353,787 


ereased 26 Per Cent 


new York, Jan. 21.—With 1936 re- 
complete for three major me- 
Publishers’ Information Bureau 
ates that general magazines 
gade an increase of 19 per cent over 
995; network radio, 19 per cent, and 
farm papers, 26 per cent. 
Revenue of general magazines for 


dia, 


71,889 936, according to this authority, was 


62,483 


143,790,669, compared with $120,- 
0,546 for 1935; radio broadcasting, 


24,967 Hh og 671,244, compared with $50,079,- 


98,878 


, and national farm papers, $7,- 


156,60 (13,154, against $5,565,059 for 1935. 


60,477 
88,676 


221,530 
60,625 
85,981 


424,489 
187,152 


126,891 
133,139 
140,265 
71511 
58,155 


178,513 
80,094 


~ 


SRaseeer rs ||| 2 Fete oan | 


oe | Ray L. Powers, 


Radio revenue was divided as fol- 
National Broadcasting Com- 
, $34,523,950, compared with 
431,148,932 for 1935, the gain being 
{i per cent; Columbia Broadcasting 
m, $23,168,148 for 1936, com- 
with $17,637,804 for 1935, for 
again of 31 per cent; Mutual Broad- 
asting System, $1,979,146 for 1936, 
compared with $1,293,101 for 1935, 
the increase being 53 per cent. 


Other Farm Lineage 


Forty farm papers whose lineage 
ig measured by Publishers’ Informa- 
tion Bureau published 7,291,212 lines 
of advertising in 1936, compared with 
6,144,618 in 1935, for an increase of 
18.66 per cent. 

The largest increase was registered 
by 14 monthlies, which published 
1$18,571 lines in 1936, a gain of 24.98 
per cent over the 1,455,063 carried in 
1985. 
Six semi-monthlies made a gain of 
21.26 per cent, carrying 789,249 lines 
fee’ compared with 650,867 in 

Twenty bi-weeklies and weeklies 
rolled up a gain of 15.93 per cent, 
with 4,682,392 lines for 1936, against 
4088,688 in the preceding year. 
‘Figures for individual farm papers 
are given on page 40. 


Jacksonville. Lures 


Tourists with Posters 


The General Outdoor Advertising 
Company has been awarded the con- 


) | tract by the city of Jacksonville, Fla., 


for erection of 21 road si 
Cost of $4,032. .. 


company for one year on highways 


leading to Jacksonville. 


Powers in New Post 


formerly advertis- 
ro director of the Houston Press, 
ot —— appointed business manager 
; he Fort Worth Press, succeeding 
— F. Pollock who has been trans- 
eo to the general headquarters 
Yor Ps Howard Newspapers, New 


a 
4 


ical ee 
L 


} SOLFING is read with keen 
interest by its 300,000 private 
olf club members. Thousands 
of coupon and letter inquiries 
fom a class of people ordi- 
narily numb to “answer this 


‘d" appeals, show GOLFING 
scores, 


Golfing 


14 EAST JACKSON BLVD., CHICAGO 
20 VESEY ST.. NEW YORK 


N. Y. 


Central Starts 
“New York Visitor” 


The New York Central System has 


established a new illustrated monthly 
publication, The New York Visitor, 
which is to feature the attractions 
of New York City and the forth- 
coming New York World’s Fair. 


P. V. D. Lockwood, New York 


Central advertising manager, will be 
in charge of the new publication 
which is to be edited by Louise Bas- 
com Barratt, formerly with Conde 
Nast. 


Reappoints Seidenbaum 
Tavannes of America, Inc., watches, 


has re-appointed the William G. Sei- 
denbaum agency to handle its adver- 
tising and promotion material. 


Entry Free in 
Dodge Contest 
for Used Cars 


Detroit, Jan. 21.—In contrast with 
the used car contest of Studebaker 
Corporation, South Bend, Ind., in 
which purchase of a used car is an 
eligibility requisite, Chrysler Cor- 
poration’s similar contest in behalf 
of Dodge dealers throws the doors 
wide open, allowing all and sundry 
to enter without any cost whatever. 
As in the Studebaker contest, the 
array of prizes aggregates $10,000. 

This sum will be awarded for the 


test cash! 
at the left. And, if you wish, drop 
around at your Dodge dealers and 
look at the kind of used cars and 
used trucks he offers. Check his 


best letters of 150 words or less on 
two related questions: “Why is now 
the best time to get a bargain in a 
used car or used truck of any make? 
Why is it best to go to a Dodge 
dealer for a dependable used car or 
used truck of any make?” 


Contest copy in This Week and 


other media explains the rules and 
gives the reader a gentle nudge in 
the direction of the local Dodge 
dealer in these words: 


Visit Your Dealer 


“Win your share of the big con- 
Read the contest rules 


prices, too. Ask him about his lib- 
eral time payment plan. But remem- Be ee 
ber, you don’t have to buy to enter— ee mgee eo ee: 
there’s absolutely no obligation. Ad- . eatiat 
dress your letter to Contest Man- 
ager, Dodge Division of Chrysler 
Corporation, Detroit.” 

To give the contestant another 
good reason for visiting his local 
dealer, advertising also offers .two 
free books containing information 
which will be helpful to essay writ- 
ers. 

Judges in the contest are B. C. 
Forbes, financial writer and pub- 
lisher; Alice Hughes, merchandise 
columnist for Hearst Newspapers, 
and C. D. Wight, co-publisher of 
Automobile Topics. Ruthrauff & 
Ryan are placing contest copy. 


Signs will be maintained by the | 
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For 23 Years 


Among the First Five Leaders in 
Advertising in America, The Detroit 
News Finished Third in 1936 


For nearly a quarter century, The Detroit 
News has been among the first five leaders 
in total advertising. Naturally The Detroit 
News is proud of this achievement but it is 
prouder still of the significance of this record. 
Such leadership reflects the consistent sales 
fertility of the Detroit market—America’s 
fourth—and the ability of The Detroit News 
to cover the great majority of Detroit’s 
In 1937 as in 1936, The . 
Detroit News will enable advertisers to. 
reach the greatest number of homes in 
Detroit as well as the greatest number of 
people in the Detroit trading area. Adver- 
tisers who wish to assure themselves an out- 
standing success in 1937 will do well to take 
advantage of the great effectiveness at low 
cost offered by The Detroit News. 


To Supplement Newspaper Advertising in Detroit Employ WWJ—The 
Detroit News Radio Station—First in Listener Interest. . 
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ADVERTISING AGE 


Ne Taree Ey eh, Oe iy 


W. VA. NETWORK 
| FOCUSES RISE OF 
| RADIO REGIONALS 


| New Group to Start Operations 
| About March 1 


Chicago, Jan. 19.—Formation of 
the West Virginia Network, which 
will start operations about March 1, 
marks another step taken in the 
growth of the regional network sys- 
tem of selling radio time. 

The new network will include 
WCHS, Charleston, 1,000 watts; 
WPAR, Parkersburg, 1,000 watts, 
and WBLK, Clarksburg, 100 watts. 
WBLE is now being constructed by 
John A. Kennedy, publisher of the 
Clarksburg Exponent, who has pur- 
chased WCHS and WPAR. 

Meantime James Baldwin, manag- 
ing director of the National Asso- 
ciation of Broadcasters, attending 
the meeting of the Sales Managers 
Division of the NAB Commercial 


use ONE 61 ALL 
just as YOU desire 


.- + but all are here ready to 
serve you. Speed, economy 
and satisfaction always assured 
when you use FAITHORN 3-in-l 
- Service. No job is ever put 
through the Faithorn plant as 
a mere matter of type, ink or 
presswork ...To us, every bit 
of engraving, printing or type- 
setting represents a message 
for your prospective purchaser 
..-This is why so many of our 
customers feel that they can 
entrust the entire job to us with 
full confidence in our ability. 
There is no charge for this 
extra interest. It is part of our 
creed. The payment for it comes 
through the enthusiasm of cus- 
tomers who know they have 


found a concern that under- 
stands the real meaning of 
SERVICE. We are here to help 
you... Let's get together! 


Exceptionally well fitted to submit ideas, 
make layouts. prepare sketches and draw- 
ings—through every step of production. 
i Thisreduced 
{ advertisement 
was prepared MAEuRS BA MEAL Eat 
bythe Fuithorn ae 
Corporation. 


10m nnennenncnpennts: 


hononcuad 


Write or Phone for 
One of Our Representatives 


FAITHORN 


CORPORATION 
Telephone Wabash 7820 


504 SHERMAN STREET 
CHICAGO 


ident (left), an 


Nash-Kelvinator 


W. Mason (right), Henry Stanton, J. Walter 
M. V. Weiland, agency vice-president, confer with the new 


MEET THE NEW PRESIDENT 


At a gathering of automobile editors in Chicago last week to introduce George 


ompson Co. executive vice pres- 


rporation president. 


Section, told ApverTisinG AcE that 
new telephone arrangements, he be- 
lieves, will prove a boon to regional 
networks. 


Stumbling Blocks Removed 


“I believe regional networks will 
experience a substantial growth in 
business in 1937,” he said. - “The 
telephone companies have filed new 
schedules with the Federal Com- 
munications Commission, and have 
removed some of the harsh rules 
which heretofore have virtually pre- 
vented linking of stations in a state 
or group of states for short periods.” 
Another change which will im- 
prove the situation in the regional 
network field is the fact that there 
has been a slight reduction in line 
charges, Mr. Baldwin pointed out. 
The regional network idea found 
new expression in the West recently 
with the formation of the California 
Radio System, which started opera- 
tions Dec. 28. Hearst Radio stations 
KEHE, Los Angetés, and KYA, San 
Francisco, joined forces with KFBK, 
Sacramento; KMJ, Fresno; KWG, 
Stockton, and KERN, Bakersfield. 
The latter four stations are owned 
by McClatchy Newspapers. 


Form Three Groups 


The Quaker State Network, a re- 
gional chain of 16 stations, was 
organized in November. It is avail- 
able to advertisers in three separate 
groups of stations. For the present, 
the network is operating on a mutual 
basis, without an elaborate plan of 
organization. 

The co-operative New England 
Network was broken up last August. 
There followed the reorganization of 
the old Yankee Network, by its 
president, John Shepard III, and the 
formation of the new Colonial Net- 
work, also headed by Mr. Shepard. 
The Colonial Network includes 
WAAB, Boston; WEAN, Providence, 
R. I.; WICC, Bridgeport, Conn.; 
WSAR, Fall River, Mass.; WSPR, 
Springfield, Mass.; WLBZ, Bangor, 
Me.; WFEA, Manchester, N. H.; 
WNBH, New Bedford, Mass.; WTHT, 
Hartford, Conn.; WLLH, Lowell, 
Mass.; WBRY, Waterbury, Conn.; 
WLNH, Laconia, N. H., and WRDO, 
Augusta, Me. 

Six of the stations in the Colonial 
Network, WEAN, WICC, WLBZ, 
WFEA, WSAR, WNBH and WLLH, 
are also members of the Yankee 
Network, which also includes WNAC, 
Boston; WTIC, Hartford, Conn.; 
WTAG, Worcester, Mass., and WCSH. 
Portland, Me. 

The Inter-City Broadcasting Sys- 
tem, formed two years ago, has a 
new outlet in Waterbury, Conn., 
WATR. WIXBS, Inter-City’s former 
outlet in that city, has changed its 
call letters to _WBRY. Inter-City 
comprises nine stations. 

A check shows that, including the 
recently-organized networks, there 
are now 20 regional networks, with 
147 stations. 

The Buckeye Network, organized 
last July, includes, as basic stations, 
WHK, Cleveland, WKBN, Youngs- 
town, and WHKC, Columbus, and as 
supplementaries, WSPD, Toledo, and 


WPAY, Portsmouth. 


“More for Your 


Money’ Added to 


Consumer Epics 


New York, Jan. 20.—Another kick 
is delivered to advertising and ad- 
vertised brands in “More for Your 
Money—a Buyer’s Guide,” which has 
just been published by Chemical Pub- 
lishing Co. 

The author is H. Bennett, F. A. I. 
C., editor-in-chief of “The Chemical 
Formulary” and “Practical Every- 
day Chemistry,” and the book pro- 
fesses to provide sane, authentic in- 
formation on how to buy every im- 
aginable kind of consumer product 
and service, including such diverse 
items as straw hats, life insurance, 
and wines and liquors. 

Much of the material, such as that 
dealing with “how to read a label,” 
and the descriptions of processes and 
materials used in making numerous 
products, is interesting and informa- 
tive, but the great bulk of buying in- 
formation seems decidedly elemen- 
tary, and some items verge on the 
nonsensical. The ultimate in simpli- 
fied buying instructions is probably 
reached by this gem on bedsprings: 


As Simple as A, B, C 


“Coil springs are preferred to link 
springs. Springs covered with tick- 
ing are called boxsprings. Test the 
‘give’ in the spring by pressing it 
with all your might and select that 
type which suits you best. Better 
yet, lie down and see whether it is 
agreeable.” 

In his preface and introduction, the 
author pays his respects to the “men- 
tal diet of half truth and half bunk” 
which advertisers are alleged to feed 
the public, but says that this is not 
half as bad as “fear complex adver- 
tising, where by shrieking statement 
or ‘cute’ innuendo we are slowly and 
artfully led to horrible and basely 
false conclusions.” 

In spite of this, the author declares 
that only bad advertising should be 
condemned, and suggests strongly 
that there ought to be a law. 

The book mentions no products by 
brand names, but attempts rather to 
set up standards of buymanship for 
all products, by which brands may 
be measured. For details on the ne- 
farious practices of specific manufac- 
turers, readers are urged to consult 
such books as “100,000,000 Guinea 
Pigs,” “Popular Practice of Fraud,” 
and the reports of Consumers Re- 
search, 

The product buying standards, the 
author says, are collected from nu- 
merous unbiased standards, includ- 
ing reports of government bureaus 
and the “Better Buymanship” pam- 
phlets of Household Finance Corpo- 
ration. 


Names McCann-Erickson 


The Frigidaire division of the 
General Motors Corporation at Sao 
Paulo, Brazil, has appointed MeCann- 
Erickson, Inc., to handle Frigidaire 
and Delco-Remy advertising in Bra- 
zil, The account will be served by 


the Rio de Janeiro office. 


99 Leading Radio Adve. 


tisers of 1936 


(Continued from Page 38) 


36—Pillsbury Flour Mills Co................... 492,615 412,44, 
79—Pittsburgh Plate Glass Co................. 168,555 p 
I NS ce ccccccecccatccdoceces 136,568 168,95, 
1—Procter & Gamble Co...............-.00+5. 3,303,673 2,105,237 
91—Quaker Oats Company, The............... 124,660 be 
27—Radio Corporation of America.............. 586,791 41139 
61—Ralston Purina Company................... 284,608 123,944 
71—Real Silk Hosiery Mills, Inc................ 201,345 276,64) 
45—Remington Rand, Imc...............-.+20+- 362,380 279,097 
18—Reynolds, R. J., Tobacco Co.............+.. 954,149 Ta. 2% 
76—Richfield Oil Co. of California.............. 175,408 101.97 
85—Ritchie, Harold F. & Company............. 137,123 304,345 
95—Sales Affiliates, Inc...................000es 116,390 pe. 
97—Sealtest System Laboratories, Inc.......... 107,8000—i( 
83—Sears, Roebuck & Co...... Pere ncessecsioee ss 145,340 5,409 
29—Shell-Eastern Petroleum Products, Inc...... 550,435 404.215 
89—Sherwin-Williams Co., The................. 131,448 11556 
34—Sinclair Refining Co...............-....05: 517,231 372,969 
69—Socony-Vacuum Oil Co., Inc................ 213,738 136,899 
S—BtemGarG BremGs, nC... .... 2. ccccccccscees 2,273,783 1,938,699 
Including 
Amplc Gelatime .......6cccecccccccccees ceeeee 26,339 
Chase & Sanborn Coffee............... 752,040 659,505 
Food & Food Beverages................ 21,992 31514 
ROVal Deawerts .....cccrcccssccrccceces 102,560 || 
i ov rcceebe pe scesacecebeess 230,103 258,8% 
Royal Ice Cream Powders.......... ceee | wees . 3171 
I CN I ob 6 db ans cb bee ce nbs 386,812 105,169 
Tender Leaf Tea & Royal Gelatin...... —...... 68,235 
WS BOP BORG ins sc ccccccccscccccscess 353,223 262,894 
I ING 65 i 6 rnus cdebescevessx 427,053 522,984 
92—Standard Oil Company (New Jersey)...... 124,540 169,138 
4—Sterling Products, Inc................... +. 1,804,945 1,422,651 
Including 
Bayer Company, Inc., The.............. 465,352 498,287 
SE, pee bbctcccecccccsssceues Tt 
Cereeeeeee. WA BTUD CO... nc cc cccese «== sveres 96,000 
PT: Sister SRCSe CR eeeeeesccedes .. ObEes 175,898 
RE ns os sca kas b Ae dies 6462/6 0.9'8-0:8 32,486 21,189 
Phillips, Chas. H., Chemical Co......... 489,396 409,710 
Watkins, R. L., Company, The.......... 576,444 221,507 
Comb. Dr. Lyons Tooth Powder and , 
Phillips Milk of Magnesia.......... 98,856 =... 
Comb. Bayer Aspirin and Dr. Lyons 
I B56 6:05 0.6 bee 9 0 v0w on eo Fe 
49—Stewart-Warner Corp. .........cscccccccee’s 336,735 306,731 
47—Studebaker Corp., The..............ceseceee 354,564 425,14 
eer 523,882 485,205 
64—Swift & Company...............cseeeeeeees 244,715 308,034 
a5 5156 Feb) NSE SED REDE 107,226 59,282 
ee CI PMO. civic oc cccscondeces 312,344 486,304 
41—United States Tobacco Co.................. 374,670 278,273 
66—Vick Chemical Company................... 231,168 333,854 
32—Wander Company, The................ece0. 531,249 389,163 
70—Ward Baking Company..................... 212,242 5,880 
74—Warner William, R., & Co., Inc............. 178,580 331,578 
19—Wasey Products Company.................. 907,139 709,458 
80—Welch Grape Juice Co., The................ 165,946 121,924 
Cee wrenrenem OOPrD,, TRE... ......sccceccscceces 298,705 249,499 
SP—"WeerOOE OB, BRC... cccccccccscscccecs Trtt 145,915 «se avons 
17—Wrigley, Wm., Jr., Company.........-.cesce> 1,017,456 795,718 
Expand Schick Drive 


Advertising for Schick Dry Shaver, 
Inc., in 1937 will run in full and 
half pages in monthly and weekly 
magazines, supplemented by 500-line 
advertisements in about 87 metropoli 
tan newspapers. The agency is Briggs 
& Varley, Inc., New York. 


Leonard’s Names Newman 
Leonard’s Department Store, New 


roe, has appointed Newman Asso- Our Specialty 

ciates to direct advertising. Local 

newspapers and spot radio will be|| 536 So. Clark St. Webster 3569 
used. Michael Estrin is account CHICAGO 


executive. 


ADVANCE ADDRESSING 
and MAILING COMPANY 


AUTOMATIC 
MACHINE ADDRESSING 
FROM ALUMINUM PLATES 


Permanent Mailing Lists 


AD MEN RAVE OVER 


ATLAS CREATION 


New and Better kind of Photostat 


It's been a winner from the word "go"—this new kind of photostat just 
recently created by ATLAS. There's nothing like it and any Art Director 


who hasn't seen the ATLASTAT is missing a bet! | 


The ATLASTAT reproduces more tones and more snap than the best of 
ordinary photostats. Records ALL tone values from extreme blacks to 
pure whites and stands out in your comprehensive layouts like real pho- 
tographs. Made on either MATTE or GLOSSY paper and costs but « 
few pennies more than photostats. Call ATLAS today for comparative 


samples that prove you, too, want ATLASTATS. 


ONLY ATLAS MAKES ATLASTATS 


ATLAS PHOTO COPY CO., General Office, 225 No. Michigan Ave. 


4 Chicago Locations e@ All Phones: FRAnkiin 3470 
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DOUBLE DUTY Ernst Joins Transamerican Woodbury Face all assorted sizes and shapes. A August, Robinson J — 
Y.1 7 Vseat! . Ln Sa ee tee ee en board of judges composed of artists A. A. Editorial Staff 
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Mr. Ernst was formerly manager 


: o Inc Ace have been an- 
body wakes up with handle creation and promotion of » m decisions on four factors: sales value 
ANY IRD CAGE MOUTH: [ \radio program merchandising ideas} Wins 5 & 1O Prize} in oven aispiay, durability and pro | Ronee, Radome ateas th head 
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cost, and intrinsic factors influencing | with LaSalle Extension University, 
of the Artists Service Bureau of the 


mE . — ital .|the package’s appearance. Reincke - Ellis- Younggreen & Finn, 
TOM a Bona. hi SR Ts ate National Broadcasting Co., Chicago. on aia doy gh mi a The Woodbury package was created | Electrical Dealer and National Real 
63.6 ——— Be : ‘junder the direction of Raymond | 2state Journal. 

984 NS Inc., Cincinnati cosmetics manufac- Irwin Robinson, who has been 
05,237 turer, for merchandising its germ-|Loewy, associate designer of Lennen| .aito, of Graphic Arts Buyer, joins 
bonny Hausheer on Own free facial powder in 10-cent quanti-|& Mitchell, Inc., New York, handling|the New York editorial staff Febru- 
11 297 W. E. Hausheer, for the last 16| ties to the chain store field won first|the Woodbury account. ary 1. 
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The campaign for sales in the wealthy 
Northern New Jersey market begins 
in the NEWARK EVENING NEWS and ends 
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Test campaign opened in Chicago last 
week by Weco Products Co., featuring 
a new toothpaste ingredient combinin 

mouth wash and tooth cleansing qual- 


mera ve FJ fj 


8 oe... in your cash drawer. Sure, quick, and 
Rig in one of the coun- 
sin | DI- West Opens profitable results in one 
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try’s best test markets. 


‘in| Bird-Cage Mouth 
as} lest Campaign 


221,507 Chicago, Jan. .20.—Taking a new 
tack in the toothpaste field, Weco 
see, Products Co., Chicago, yesterday 
launched a test campaign for Dr. 
étealens West’s, featuring an ingredient in 
306.731 § the toothpaste which adds mouth- 
125,14 § freshening as well as cleansing value 
485,205 § to the product. 
308,034 The ingredient is called Teller’s 
59,282 § No. 107 mouth freshener, and stress 
186,304 § is placed on the point the toothpaste 
273,273 | now does double duty. 
333 864 Cartoon illustrations around the 
389,163 | theme, “Bird-Cage Mouth,” center 
5,930 | ‘the campaign. J. Kenneth Laird, 
331,578 vice-president and advertising direc- 
709,453 § ‘or of the company, said the test 
121,94 | Bewspaper copy might be extended 
49,499 to a limited number of other key 

ei cities. For the present, the local test 
9.718 | *dvertising on the new ingredient is 
being augmented by point-of-sale 
——.. |_ displays. Individual interviews are 
ING planned to gauge the results. 


NY Wahl Spent $139,900 
in 1936 Magazines 


Wahl Company, Chicago, should 
S have been included in the list of 
ATES Magazine advertisers who spent over 
$100,000 in 1936, National Advertising 

Records reports. 
Wahl’s 1936 magazine expenditures 
aggregated $139,900, with Collier’s 
3569 and the Saturday Evening Post as 
the leading papers, and a smaller 

amount divided between Liberty and 
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' ‘Popular 
Homes” 


is the title of 


A New Plan Book 
just issued by American 
imberman. This con- 
tains 28 plans for mod- 
erately-priced homes. 


Advertising managers or 
agencies placing lumber 
ad building products 
@ccounts are invited to 
Send for a complimen- 


y O’Mara & OrmsBEE, INc., General Advertising Representatives 
tary copy. + New York, Chicago, Detroit, Boston, San Francisco, 
1 > Los Angeles, Atlanta 
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La Driere Opens 
Second St. Louis 


Junior’s Series 


St. Louis, Jan. 20.—A new type of 
program, developed by the Junior Ad- 
vertising Club of St. Louis, is under 


‘way here today based on the proce 


dure in planning an advertising cam- 
paign. 

A group of meetings will be held 
on each of six subjects: research, vis- 
ualization, media, copy, production, 
and agency practice. The number of 
meetings in each series is decided by 
the speaker, who is chosen by the 
club’s program committee from men 
outstanding in the field. The last 
meeting of each series is an informal 
discussion, led by the previous 
speaker, in which club members may 
ask questions and discuss their own 
experience. 


Holbrook Heads First Group 


The first group—four meetings on 
“Research in Advertising’”—was con- 
ducted during November and Decem- 
ber by Russell Holbrook, manager of 
the research department, St. Louis 
Globe-Democrat. 

Walter La Driere, vice-president, 
Gardner Advertising Company, 
opened the second series of meetings 
last night when he talked to the club 
on “Visualization.” 

“There is no time limit on the pro- 
gram we have outlined,” said Milton 
Jungbluth, chairman of the club’s 
program committee. “Two years may 
be required to complete the plans we 
have made. We will continue this 
type of program as long as members 
find it as interesting and helpful as 
they now do.” 


Southward Re-Appointed 


C. F. Southward has been re-ap- 
pointed executive secretary of the 
Chicago Federated Advertising Club, 
J. Kenneth Laird, president, an- 
nounced. Headquarters are in the 
Hotel Sherman. 


What's a BOY 


Interested In? 


See page 6, Jan. O.R.F.B. 


gay 


Dry: 
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Football yesterday—baseball tomorrow. 
today it’s basketball and Al McCoy's tips i 
The for Boys are month! high. 


But 
n 
lights in the lives of several h thou. 
sand* teen age boys. as é 


For 


fective. 


He talks a boy’s own nenage. 
your tail low’’—not elegant—but 


hobby and club d ents—have hel 
to 0. R. F. B. the fastest ng 
magazine in the boys’ field. 6,000 circula- 


tion in 1925. 300,000 guaranteed for 1987. 
A grand buy for anyone selling the youth 


*750,000 estimated readers. 


Open Road for Boys 


729 Boylston Street, Boston 


122 E. 42nd St. 307 N. Michigan 
New York Ave. 
Chicago 
155 Montgomery 3 
Street 318 W. 9th St. |. 
San Francisco Los Angeles 


Getting Personal 


Bonanza is the game that’s destined to fill the social gaps in the 
Lenten season. It’s best explained by Walley Thorsen of Crowell’s 
promotion.department... . 

Bob Anderson, BBD&O, Buffalo, is confounding his friends with the 
only authentic Harlem version of that jigsaw puzzle of footwork, the 
Susiecue.... 

William Buell, of Farm Journal's New York sales staff, is a week- 
end commuter to Philadelphia, where he communes with the daughter 
of his publisher, Graham Patterson... . 


BUT DON'T GO NEAR THE WATER 


Nate Pumpian (left, without mustache), media director, Henri, Hurst & McDonald, 
Inc., Bernarr Macfadden, publisher, and R. D. Boniel, Edward Petry & Co., absorbed 
barrels of sun at Deauville Cabana Club, Miami Beach, recently. 


The newest member of the board of directors of the Child Welfare 
League of America is Paul Cornell. Besides being president of his 
agency, Mr. Cornell is also chairman of the board of the Four A’s and 
president of the Romford School for Boys in Connecticut... . 

A recent New York society wedding was participated in by J. R. 
Rutherford, News-Week space salesman, and Miss Louise Dunn. After 
a trip to Mexico, the couple will live at Stone Cottage, Tenafly, N. J.... 

As an exponent of the back-to-the-farm movement, O. D. Keep, 
publisher of Cue, has bought Sabin Farm, at Williamstown, Mass. He 
doesn’t expect to live at the farm for another year. The 461 acre prop- 
erty is bounded on the west by New York State, and was once the home 
of the late Charles Sabin, former president of the Guaranty Trust 
Company, New York... . 


A wedding of note in the Hearst organization was that of Ernestine 
Adele Bauch and Daniel Macintyre Henderson, director of promotion 
for Hearst Magazines Jan. 15. He is author of several books of poetry 
and historical romance, and secretary of the Authors’ Club of New 
York. Mrs. Henderson was formerly associate editor of Ainslee’s 
Magazine and for several years has been a member of the editorial 
staff of Cosmopolitan Magazine... . 


Salvatore Castagnola, president of the Castagnola Advertising Art 
Studio, New York, has been unanimously elected president of the 
Queensboro Allied Arts and Crafts Society, Jamaica, L. I... . 

“Howdy, Stranger,” now running at the Longacre Theater, is the 
work of collaborating writers Robert Sloane and Louis Pelletier, Jr. 
The latter is the son of Louis Pelletier, of the advertising staff of 
Machinery, New York. The star of “Howdy, Stranger” is Frank Parker 
of radio fame... . 

At the supper meeting of the Princeton Advertising Club at the 
Princeton Club Jan. 20, A. C. M. Azoy, '14, p. m., Town & Country and 
House Beautiful addressed the gathering on publication promotion and 
publicity. He has conducted a course in such matters at Columbia 
University since 1928... . 

While it snowed and hailed and rained up North last week, some 
of the lads were having a lot of trouble with their golf during the 29th 
annual tournament of the Winter Golf League of Advertising Interests 
at Palm Beach. Chauncey L. Williams, F. W. Dodge Corporation, New 
York, won some victories, but Herbert Faust, of Curtis Publishing, 
was defeated early in the combat. R.. P. Clayberger, of Calkins & 
Holden, New York, went down in defeat, but Curtis G. Pratt, of Young 
& Rubicam, upheld the honor of the agency field by conquering his 
opponent. Raymond B. Bowen, of The New Yorker, fell early, while 
Jerome B. Gray, of the Philadelphia agency of that name, also suc- 
cumbed. Graham Patterson, of Farm Journal, had no better luck 


than his agency friend. To prevent the day from being a total loss for © 


the publishing fraternity, Nick Kenny, of the New York Mirror, easily 
defeated his foeman. Raymond Bill, of Bill Brothers Publishing Com- 
pany, New York, was unable to maintain the tradition established by 
Mr. Kenny and fell by the wayside... 


Mrs. W. E. Robinson, whose husband labors for Machinery, New 
York, had good news to wire home after the opening round of the 
women’s championship, winning by a narrow margin... 

The Milwaukee Rotary Club Jan. 12 presented Walter F. Dunlap, 
president of Klau-Van Pietersom-Dunlap Associates, Inc., with a parch- 
ment memorial of his service to The Rotarian, magazine of Rotary 


International. . . 


Marie E. Rinkamp and Robert C. Maxwell, Princeton, N. J., outdoor 


advertising company head, were joined in matrimony at Trenton. They 


are now viewing the West Indies and Palm Beach. . . 


SUCCESS PAEAN 
IS CHANTED AT 
RAILROAD MEET 


Public Attitude of 40 Years 
Remade in Six Months 


Washington, D. C., Jan. 18.—“A 
public attitude toward railroads 
which was 40 years in the making 
has been rebuilt in six months!” 

This statement by the president 
of one big road gives the keynote 
to the annual meeting of the Ameri- 
can Association of Railway Adver- 
tising Agents here over the week-end 
and the atmosphere of jubilation 
which prevailed as the result of the 
success attending the campaign con- 
ducted by the Association of Ameri- 
can Railroads. 

Col. Robert S. Henry, assistant to 
the president of the latter, and Ar- 
thur Kudner, president of the New 
York agency in charge of the ac- 
count, warned the advertising men 
against any cessation of efforts. The 
association itself is considering ad- 
dition of radio to other media being 
employed, but it regards active indi- 
vidual promotion of participating 
roads as the element vital to the suc- 
cess of the joint effort. 


Plan Animated Displays 


Plans for the future embrace, be- 
sides radio, wider use of animated 
displays, not only in the valuable win- 
dows of centrally located ticket 
offices, but in stations, train sheds, 
and all other places where the public 
is wont to congregate. 

To stimulate individual effort of 
members, the Association of Ameri- 
can Railroads, through its agency, is 
providing every form of promotion 
that the ingenuity of experts can de- 
vise, including pay check enclosures, 
mail inserts, envelope stickers, and 
development of a speakers’ bureau. 

The paean of success which was 
chanted during the meeting in- 
creased in volume when Jesse H. 
Jones, noted chairman of the Re- 
construction Finance Corporation, 
added an indirect testimonial to the 
effectiveness of advertising. In a let- 
ter to the association, Mr. Jones said 
that no other big industry whose 
revenues had dwindled to half of 
their former volume has effected such 
a sensational come-back. Mr. Kud- 
ner, in a verbal postscript, com- 
mented that the appreciation of Mr. 
Jones must be. extended to every 
potential traveler in the country. 


Creating More Appreciation 
“Since railroads differ sharply in 
equipment and methods,” said he, 
“the most important contribution 
which the advertising agent for any 
road can make to the association 
campaign is to build up for his par- 


ticular company in its territory the 


ee, 


RAILWAY LEADER 


L. L. Perrin, advertising manager, 

ern Pacific Railway, St. Paul, pe an 
president of the American Association 
of Railway Agents at the annual cop, 
vention in Washington, D. C., Jan. {4 


— 


kind of respect and esteem that the 
association is trying to create np 
tionally. 

“Every time you advertise faster 
freight or passenger service, SDec- 
tacular new equipment, extraordi. 
nary services, or progress in car. 
loadings and earnings, you are boost. 
ing all of the railroads in America, 

“The public groups the railroads ip 
its thinking and it thinks of all rai}. 
roads in terms of the particular one 
it uses. And this simply means that 
appreciation of the energy, alertness 
and success of the home railway 
breeds similar appreciation of the en. 
tire industry.” 

A review of efforts of members in. 
dicated that every type of promotion 
is being employed, of which the 
latest is the Vocafilm presentation, 
“All Aboard,” summarizing the en- 
tire program. Forty-two special ma- 
chines are being used by 21 railroads 
to show the film to employes and the 
public. 

Forty railroads represented at the 
meeting, accounting for about 75 per 
cent of the advertising placed by the 
industry, reported that their 1936 
promotion in newspapers aggre 
gated $4,575,000, compared with $3, 
701,000 in 1935. 


Leake, Goettler Join 
Prudden, King & Prudden 


Charles R. Leake and Norbert C. 
Goettler have joined the New York 
staff of Prudden, King & Prudden, 
Inc., publishers’ representatives. 

Mr. Leake formerly represented 
various newspapers in New York on 
financial advertising and has more 
recently been associated with Hunter 
Baltimore Rye Distillery, Inc., New 
York, and Wm. Jameson & Co., Inc., 
New York liquor firm. Mr. Goettler 
has been with Home Economics Ser- 
vice Corporation, New York, and the 
Julius Mathews organization, news 
paper representative. 


—— | 


DITCH DVORAK 


They want 
Turkey in the Straw! 


@ Like a violinist at a Fiddler's 
Contest, radio is not effective 
unless the program appeals to 
the audience. 


At WSM, we give the audience 
you want to reach the sort of 
‘show that makes them tune ™ 
and stay. And another potent 
fact to advertisers—WSM’s clear 
channel coverage blankets Amer 
ica’s fastest growing market. 


National Representa- 
tives, Edward Petry & 
Co., Inc. 


NASHVILLE, TENN. 
Owned and operated by The National 


WS! 


50,000 
WATTS 


— 


T 


Life & Accident Insurance Co., Inc. 
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TAKEN BY DEATH 


Harry A. Biggs 


Los Angeles, Jan. 19.—Harry A. 
piggs, 63, director of sales of The 
studebaker Corporation for seven 
years, and former Chicago advertis- 
ing agency executive, died at St. 
vincent’s hospital here Saturday of 
a heart attack. 

Mr. Biggs served Studebaker from 
1918 to 1925, first as sales manager 
and later as vice-president in charge 
of sales. Prior to his direct connec- 
tin with the company, he handled 
the Studebaker account for Frank 
Seaman, Inc., Chicago. 

It was during Mr. Biggs’ regime 
in the Studebaker organization that 
the company enjoyed its peak year, 
1923, when 145,000 automobiles were 
sold. 

Mr. Biggs was born in Warwick, 
England; and came to this country 
at 8 years of age. Before his work 
in Chicago, Mr. Biggs engaged in 
the advertising business in New 
York. 

Ill health forced Mr. Biggs to re- 
tie from his position with Stude- 
baker in 1925. He is survived by 
his widow, and one son, Warren. 


F, P, Wilkins, Pioneer 
in Auto Design, Dies 

Milwaukee, Wis., Jan. 19.—Fred 
P. Wilkins, 63, who designed one of 
the first automobiles produced in the 
United States, died here Sunday 
after a month’s illness. 

Mr. Wilkins aided in designing 
and manufacturing the first model 
of the Haynes-Apperson Company in 
1898. In 1907 he came to Milwaukee 
and became sales manager for the 
Waukesha Motor Company. 


L. C. Dearborn Taken 

Hudson, N. Y., Jan. 19.—Lewis C. 
Dearborn, 47, circulation manager 
of the Hudson Register for the past 
six years, and at one time a member 
of the circulation department of the 
Knickerbocker Press and Albany 


Evening News, died at his home here 
Wednesday. 


Death Takes Hampton 


Tobacco Tag Inventor 
Louisville, Jan. 19—T homas 
Hampton, Sr., 82, president of Ryan 
Pton Tobacco Company, Louis- 
Ville, died Jan. 12 of blood poisoning. 
He is said to have been the in- 
Yentor of the long point tin tag for 
use On twist tobacco, replacing the 
Paper tag, which was attached by a 
tack, and 


‘o the barefoot boy and bicycle rider. 


>=... 


which was always a horror 


Plumbers Plan 
Joint Campaign 
in California 


San Francisco, Jan. 14.—Plans for 
an extensive state-wide educational 
advertising campaign to be spon- 
sored by the State Association of 
Master Plumbers of California and 
patterned after the successful pro- 
gram of the Merchant Plumbers’ As- 
sociation of Los Angeles have been 
completed. This is believed to be 
the first state retail plumbers co- 
operative campaign in the United 
States. 

As tentatively outlined, the pro- 
gram calls for the use of between 
30 and 50 outdoor displays and 
10,000 truck posters; and the placing 
of the identifying insignia of the 
National Association of Master 
Plumbers of the U. S. on members’ 
shop windows and on all stationery. 
Each local group, according to the 
plan, will bear its own share of the 
expense for its particular district. 
The necessary posters, decalcoma- 
nias, cuts, etc., will be supplied to 
them at cost from the state head- 
quarters. 

The idea for institutional adver- 
tising, designed to call attention of 
the public to the need for sanitary 
installations and to educate the pub- 
lic to seek the services of accredited 
master plumbers affiliated with the 
national organization originated in 
Los Angeles more than a year ago. 


National Association 
of Master Plumbers 
'’ of ‘the US. Inc: : 


[UMBERS DISPLAYING THIS EMBLEM ARE DEPENDABLE 


DEPENDABLE 
SERVICE 


s 


~ 


to be the first state co-operative move by 


Mapping their plans after the recent Merchant Plumbers’ Association of Los Angeles campaign, an educational drive—believed 


retail plumbers—is being framed by the State Association of Master Plumbers of 
lifornia, stressing the national association seal. 


z 


A state committee was appointed 
last fall, and a new design has now 
been completed for posters, which 
are now being distributed throughout 
the state. 

The new design—the truck posters 
are smaller replicas of the outdoor 


layout—forcibly brings home its 
message with the picture of a little 
girl filling a drinking glass at a pipe 
labeled “sewer,” and carries the cap- 
tion, “You wouldn’t permit this,” and 
adds that “faulty plumbing causes 
this condition.” 


So far the committee has devel- 
oped all material, but a plan is be- 
ing worked out to follow up this first 
distribution with co-operative partici- 
pation in a state-wide budget, to be 
handled by an agency experienced 
in co-operative campaigns. 


Says 
Roger 


Excerpts from a recent 
Babson report. 


Even if food men could 
find the time to read all 


Babson* 


“SOUTH JUMPS INTO FIRST PLACE” 


“Get a share in the brilliant upward swing that is - 
developing in the South. The region is going alread 


“During the past five years or more it has led the : 
entire nation in growth of population and manufac- 


faster than most other localities. 


turing activity. Its speed of progress has been about 
double that of the country as a whole. ; 


‘‘Moreover, this forward movement does not show the 
symptoms of a boom. Rather it seems to be the start 
of sound and lasting expansion. 


“This part of the country is likewise in line to benefit 
by decentralization of industry. New factories are 
springing up rapidly . . . This in turn creates a big- 
ger consuming market . . . With air-conditioning this 


country now stays open 


for business all summer. 


‘“‘Adjust your publicity and selling programs 
to do a better merchandising job on the 


country’s FASTEST GROWING MARKET.” 


W. R. C. 


GRANT BUILDING 


the hundred-odd publica- 
tions dealing with the 
Processing and selling of 
food, they would still 


COTTON 


ind something distinctly 
different and useful in 


FOOD INDUSTRIES 
Publish 
Hill. 


SOUTHERN AUTOMOTIVE JOURNAL 
SOUTHERN HARDWARE 


SM 


ITH PUBLI 
SOUTHERN POWER JOURNAL 


a0 ak ear an 


CATIONS 


ATLANTA, GA. 


ELECTRICAL SOUTH 
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Retail Index 
Continues Up 
for 2nd Week 


Chicago, Jan. 22.—For the week 
ended Jan. 16, 1937, retail display 
advertising in newspapers in 72 ma- 
jor cities totaled 16,298,750 lines, 
against 15,667,286 lines carried in 
the corresponding week of 1936, a 
gain of 4 per cent, according to the 
ADVERTISING AGE Index of Retail Ac- 
tivity. 

Included in the Index this week 
is Altoona, Pa., which brings the 
total number of important markets 
included in the tabulation to 72. 
Additional cities will be included 
from week to week. 

For the year to date 42,789,393 
lines of retail display advertising 
have been carried by newspapers in 
the measured cities against 41,581,- 
875 lines for the like period of last 
year, a gain of 1,207,518 lines, or 2.9 
per cent. With three weeks’ figures 
included, the cumulative total begins 
to absorb the weekly fluctuations 
and more clearly reflect an upward 
trend in retail activity for 1937. 

Following is a table showing gain 
or loss for each weekly period so 
far this year: 


ES Es 5 sks oud bid 6% —5.8 
SE. Srhase cececece +8.5 
BE BO cw cvcccccvccse +4.0 


Tabulations for each of the 72 
measured cities, showing last week’s 
comparison with the corresponding 
week of 1936 and cumulative totals 
for this year to date and for corre- 
sponding periods of 1955 and 1936, 
appear on this page. 


Hunter Now V.-P. 


John B. Hunter, for 11 years an 
account representative of N. W. Ayer 
& Son, Inc., has been elected vice- 
president. He will have headquarters 
at the New York office. 


Celebrates Anniversary 


The Atlanta Georgian will observe 
its 25th year as a unit of the Hearst 
organization with a reception and 
dinner at the Piedmont Driving Club, 
Atlanta, on Feb. 5, in honor of dis- 
tinguished guests who will be in At- 
lanta for the anniversary celebration. 


If you need some SILENT SALES- 
MEN to assist in selling your 
product at point of purchase, 
choose $8 A MCO porcelain fused 
into steel SIGNS. 


It is a modern sign with EYE 
APPEAL—Designed by us in ac- 
cordance with your desires and 
is—well, we will guarantee col- 
ors for 15 years. 


Let us know your needs. 
SAMUEL STAMPING & 


ENAMELING CO. 
516 N. Chas. St. Baltimore, Md. 


TIMELY 
This Little Fellow 
Was Buried Wednesday 


It is the 10-year-old bey who was 
hodnaped 


from hw Tacoma home— 
Charles Mattson. His crushed and 
mangled form was found, frozen stiff, 
in come woods many miles from 
Tacoma. 


WHO IS RESPONSIBLE FOR THE 
DEATH OF THIS INNOCENT CHILD? 


Nenet cont of the Encourage the “Beck-totheChurch” movement by 
auape eclmes your own attendance. Your support of Church and 
where snday Scheel will help change the existing trend 
pee wee award immorality and loose living. Full churches 
penatene +7 every Sunday m the year will reduce cre, promote 
Sunday schoo! connec- catrzenchig and make the world « better place 
ton in which to live. DO YOUR PART. Start tomorrow. 


GO TO CHURCH 


ehiittne .n winelaten 
Cay 

Cay Gon € le Memory of Jobe Bart 4Lagiieh Leben 
Aina, Beoeks & idler, Printers Veatner Theatres 
has Gry forested — Weat Sade Lomber Company 
Unies Me, 377 ‘Thomas D. Taggart J. 1 Ome Ave. 


With the discovery of kidnaped Charles 

Mattson's body, 13 individuals and com- 

panies combined to sponsor this insertion 
in Atlantic City newspapers. 


It Seems Toro 
Didn’t Issue 


"37 Calendar 


Minneapolis, Jan. 21.—Toro Man- 
ufacturing Company, which special- 
izes in production of grass cutting 
machinery for golf clubs and others, 
has had so many complaints about 
its non-issuance of a 1937 calendar 
that in-desperation the company has 
broadcast a four-page folder saying 
that it just forgot, but won’t do it 
any more. 

The folder gave the company a 
chance to reprint some of the illus- 
trations used on past calendars, re- 
produce a plaintive poem written by 
Charles W. Parker, superintendent 
of a golf club, and finally, to reprint 
one of the numerous letters of apol- 
ogy dispatched by K. E. Goit, sales 
manager. 

The poem went like this to the 
extent of 12 verses: 


It matters not if winter’s kill 
Spoils all the greens and makes us ill 
We simply talk and walk the floor 
The Toro calendar is no more. 


The letter, written in reply to the 
versifier, said in part: 


“I cried out loud when I got your 
melancholy bit of verse. 


“In fact, I blubbered so hard that 
my face felt like I had been in a 
Turkish bath for a couple of weeks 
and maybe more. 


“God only knows why we didn’t 
get out a calendar this year. I don’t. 

“I do know that I have been 
abused, threatened, humiliated, ca- 
joled, damned and assaulted until I 
am ready for the sanitarium. The 
only reason I’m not there now is 


That—plus experience. . 
your original? Then try 


—but what a difference! 


ITH us it's a specialty—calling for 64 
grades and sizes of paper to insure results, ; 
and the WHITEST lights science affords (not 
reddish, not yellowish) to preserve tone values. 
. . Tired of copy prints 


R. C. S. STUDIOS 


' that aren't twins with . 


ours. They cost no more: 


110 South Dearborn Street 


Index of Retail Activity in 72 Importan; 


Markets 


Based on total retail advertising volume in all newspapers in each city. 


(Copyright, 1937, by Advertising Publications, Inc.) 


a 
%Gain % Gain 
3-Week 3-Week 3 Week or Loss or Loss ° 
Period Period Period 1937 1937 Week Week % gai 
Ended Ended Ended over over Ended Ended or . 
City Jan. 19,1935 Jan.18,1936 Jan. 16, 1937 1935 1936 Jan. 18,1936 Jan. 16, 1937 Los 
cn cscéecnon wes 749,585 711,298 735,789 —1.9 +3.4 256,865 257,299 +03 
CM ots etecesn ° Taine" hee jj§ —(iemrenin. eae ate 87,934 99,127 +127 
655908 66 00 523,866 615,678 621,250 +18.6 +0.9 235,648 230,048 an 
po SS Se eee 985,164 1,028,365 1,106,808 +12.3 +7.6 350,106 417,322 +193 
Birmingham, Ala. ..... 427,140 481,124 557,410 +30.5 +5.9 181,720 192,794 +61 
Boston, Mass. ........ 1,349,457 1,123,383 1,101,008 —18.4 —2.0 379,150 403,296 +64 
Bridgeport, Conn. 531,440 551,320 349,160 —34.3 —36.7 206,388 144,060 —302 
ee 651,686 657,784 734,496 +12.7 +11.7 245,672 280,350 +14) 
See 176,730 174,841 229,737 + 30.0 +31.4 61,055 84,189 +379 
Cedar Rapids, Ia....... 198,352 205,968 221,914 +11.9 +7.7 67,172 68,082 +14 
Chattanooga, Tenn. .... 314,546 316,938 342,999 +9.0 +8.2 120,945 108,939 —5 
oS See 1,441,476 1,473,177 1,468,036 +1.8 —0.4 538,909 545,567 +13 
ee a ae 803,519 821,503 787,246 —2.0 —4.2 255,833 261,093 +21 
|” i: ar 948,304 994,148 1,023,081 +7.9 +2.9 354,880 358,214 +09 
Te reer 854,109 1,058,703 977,952 +14.5 —7.6 364,825 319,847 —123 
a ck b eek 6a 65> 682,262 684,488 698,208 +2.3 +2.0 224,364 237,622 +85 
OT a | ee 556,136 539,448 530,770 —4.6 —1.6 155,820 163,085 +47 
Des Moines, Ia......... 304,088 314,595 298,191 —1.9 —5.2 107,086 106,893 3 
pe A a 899,087 1,002,085 1,066,765 +18.6 +6.5 376,540 412,387 +95 
MS dese chee es «006 290,122 300,090 363,034 + 25.1 +20.9 109,830 135,632 +235 
Evansville, Ind. ...... 610,652 ———— 8€=—=—«Ca KES aa eee 204,960 188,902 —Ti 
Fall River, Mass....... 152,766 166,906 157,682 +3.2 —5.5 58,505 54,383 —1] 
ae ree 435,106 488,362 437,290 +0.5 —10.5 153,132 119,196 —p99 
a” See 246,610 262,324 335,047 +35.9 +27.7 76,045 122,565 +619 
Grand Rapids, Mich.... 427,348 448,462 520,296 +21.7 +16.0 137,900 190,456 +381 
cee ee re 237,062 206,952 314,143 +32.5 +51.8 84,480 116,228 +375 
SS eee 638,554 719,936 756,070 +18.4 +5.0 244,832 261,464 +6.8 
Jersey City, N. J...... 101,184 97,054 93,215 —7.9 —3.9 35,445 36,779 +3,8 
Kansas City, Kans..... 94,220 101,955 116,592 + 23.7 +14.4 31,143 37,982 +219 
Knoxville, Tenn. ...... 395,391 472,906 418,012 +5.7 —11.6 148,134 146,734 —09 
Little Rock, Ark....... 433,818 429,478 465,542 +7.3 +8.4 171,262 193,102 +128 
ee | a S| re Te re 1,261,352 1,241,220 eee —1.6 431,411 455,128 +55 
BO 6 6:0. 00-000 0.08 495,474 477,806 426,986 —13.8 —10.6 185,542 166,698 —10»9 
Manchester, N. H...... 161,780 159,518 157,572 —2.6 —1.2 57,546 68,030 +82 
Memphis, Tenn, ....... 522,844 531,384 581,226 +11.2 +9.4 175,966 196,296 +16 
Milwaukee, Wis. ...... 459,085 476,405 841,516 + 83.3 +76.6 227,302 273,699 +204 
Minneapolis, Minn. .... 775,381 830,990 867,283 +11.9 +4.4 246,301 283,044 +149 
DORRWURED, BOR ccccce  ebsuse 331,016 315,182 ans —4.8 121,142 108,164 —101 
New Bedford, Mass..... 114,898 185,654 176,092 +53.3 —5.2 58,198 54,992 —5.5 
New Orleans, La....... 916,943 1,033,741 1,004,468 +9.5 —2.8 379,954 359,268 —.5 
ee ee 2,933,012 3,167,373 3,296,956 +12.4 +4.1 1,140,824 1,237,835 +85 
pe i a Sere 337,727 318,696 372,041 +10.2 +16.7 118,107 138,046 +169 
i, re 455,294 469,644 492,436 +8.2 +4.9 162,372 165,676 +2.0 
|) re 348,684 336,466 342,094 —1.9 +1.7 129,931 123,698 —4,8 
Oklahoma City, Okla... 514,822 525,448 546,154 +6.1 +3.9 171,738 184,562 +7.5 
PEE Bh secvtneteres 503,804 474,183 536,883 + 6.6 +13.2 146,860 193,165 +315 
Philadelphia, Pa. ..... 1,564,124 1,429,508 1,460,068 —6.7 +2.1 489,926 515,245 +5.2 
PeOenee, APIS. «0. c00e0 376,922 371,812 360,948 —4.2 —2.9 122,206 113,246 —1.3 
Pittsburgh, Pa. .......- 1,116,304 1,099,658 1,129,506 +1.2 +2.7 367,528 424,522 +15.5 
POPCIONG, OFOR. .6eceee 549,528 556,892 628,180 +14.3 +12.8 200,508 195,076 —2.7 
Providence, R. I........ 583,807 673,087 652,729 +11.8 —3.0 237,908 240,424 +11 
Pe shits: 6hUCC  )hU)6)[h—C~C OU0U0U0U0U0€©€|€!| UR perl ese 141,666 170,198 +201 
PEROMNOE, VAs. seccecce 559,916 583,492 585,704 + 4.6 +0.4 205,380 213,416 +3.9 
Rochester, N. Y......... 815,773 857,989 891,201 +9.2 +3.9 260,251 307,216 +180 
Rock Island-Moline ... 411,208 494,914 507,654 + 23.5 + 2.6 120,554 123,606 +2.5 
Sacramento, Calif. .... 444,556 479,256 461,146 +3.7 —3.8 133,385 141,120 +5.8 
San Antonio, Tex....... 267,239 331,716 360,087 + 34.7 +8.6 99,764 111,251 9 +115 
Zan Diews, Caitf....... 685,218 827,400 732,494 +6.9 —11.5 265,258 279,692 +5.4 
San Francisco, Calif... 741,912 750,754 752,729 +1.5 +0.3 270,433 288,618 +6.7 
MORttle, WOM. iccccsee 516,796 543,924 529,620 +2.5 —2.6 179,774 186,746 +39 
South Bend, Ind....... 391,750 416,270 486,913 + 24.3 +16.9 141,855 156,730 +105 
Spokane, Wash, ....... 325,597 394,702 406,378 +24.8 +2.9 140,182 122,920 —123 
ce. eee 801,290 795,425 902,620 +12.6 +13.5 267,290 289,470 +83 
te DOM, BIR. ccs ecse 650,438 696,963 634,098 —2.5 —9.0 206,716 199,632 —3.4 
eg a) as a. A eee 484,995 508,166 511,576 +5.5 +0.7 192,612 196,741 +21 
TACOMA, WER. ..cccess 254,730 281,086 334,718 +31.4 +19.1 113,272 106,652 —5.8 
TON. Ws cosesecces 332,416 283,620 282,590 —15.0 —0.4 92,596 105,266 +13.7 
Toronto, Ont., Can...... 1,231,246 1,038,514 972,889 —21.0 —6.3 423,295 379,938 —103 
PE CE bp ebGeccees coe ores 457,240 447,482 ‘aace —2.1 162,260 147,322 —9.2 
Washington, D.C....... 1,591,130 1,754,544 1,820,520 +14.4 +3.8 642,763 645,471 +0.4 
Worcester, Mass. ...... 549,962 530,992 529,438 —3.7 —0.3 181,300 186,480 +2.9 
Youngstown, O. ....... 425,900 444,612 386,137 —9.3 —13.2 228,830 149,814 —34.5 
WE 5.4.0543 5400006 40,061,634 41,581,875 42,789,393 +6.8 +2.9 15,667,286 16,298,750 +4.0 


because here in Minnesota they all 
fill up in December and there aren’t 
any vacancies until June... 

“But dry your eyes, my frand, be- 
cause this will never happen again. 
In December we will start a new 
series and I can promise you now 
they will be stupendous, colossal, 
gigantic, COMPELLING. 

“No man can promise more.” 


Store Fashion Journal 


Resumes Publication 


Trend, published in 1932-34, in be- 
half of well known department stores, 
is to resume publication in a new 
format, Cramer-Tobias Co., Inc., New 
York advertising agency, which will 
bring out six issues a year for the 
exclusive use of one store in a city, 
has announced, 

First issue of the new store fashion 
magazine, printed in color on an 11 
by 15-inch page size, will be released 
in March with succeeding issues in 
May, August, September, October and 
December. A promotional plan, in- 
cluding a window display idea and 
ag advertising, will be made avail- 
able. 


Reiss Gets Retardo 


Reiss Advertising, Inc., New York, 
has been selected to handle the ac- 
count of the Federal Research Cor- 
poration, New York, manufacturer of 
Retardo, a figure control product. 
Activities will include magazines, 
ees car cards and direct 
mail. 


Drag Company Sponsors 
Manicipal Concerts 


Katz Drug Co., Kansas City, Mo., 
owner of several cut-rate drug stores, 
is sponsoring a series of five concerts 
in the municipal auditorium by the 
Municipal Orchestra. 

The first was given Jan. 10. Admis- 
sion is free, attendance being pro- 
moted by large newspaper display 
invitation. 


Davis Commutes 


O. E. Davis, art director for Erwin, 
Wasey & Co.; Chicago, has joined 
Gardner Advertising Company, St. 
Louis, and C. R. Grauman Studio, 
Chicago. He will spend the first 
three days of each week in Chicago, 
the last three in St. Louis. 


Three Organize 
New York Agency 


Callo - McNamara - Schoeneich, In¢., 
has been organized as a general ad 
vertising agency by Joseph F. Callo, 
John J. A. McNamara and George C. 
Schoeneich at 52 Vanderbilt ave. 
New York, telephone Murray Hill 
2-3838, and at 346 E. 149th st., Bronx, 
New York, telephone Mott Haven 


9-9500. 


Behr to Network 


The Julian J. Behr Co., Cincinnati 
agency, has been elected a member 
of the Allied Service Agencies net: 
work, O. R. French, president of Oak- 
Inc., -St. Louis 


leigh R. French, 
agency and director of t 


announced. 


he network, 
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Milk Producers 
of Two States 


Join in Drive 


Washington, D. C., Jan. 20.— 
pioneering in this area in co-opera- 
tive milk advertising, the Maryland 
and Virginia Milk Producers’ Asso- 
dation, members of which produce 
gg per cent of the milk used in the 
capital, has launched an intensive 
campaign today. Claims of superi- 
ority on the part of individual 
dairies subordinated to a theme 
seeking to increase general milk 
consumption by stressing general 
gnitary handling of milk. 

As the first such campaign paid 
for by farmers, there was little 
recedent for the Henry J. Kaufman 
advertising Agency to follow. Sev- 
eral fortunate circumstances, includ- 
ing 2 new arrival to the 75th Con- 
gress With newspaper and radio ex- 
perience, aided construction of the 
novel campaign. 

“Dolly Cow” Featured 


A humorous motif was decided 
upon, both in newspaper copy and 
radio text. Newspaper copy features 
“Dolly Cow” a simple looking crea- 
ture upon whom is lavished luxuries 
which “occupants of de luxe suites 
on ‘The Queen Mary’” would envy. 
Her owner loses sleep from worry 
about keeping up the health ratings 
of his dairy. She is pictured as wel- 
coming the unexpected visit of the 
inspector. 

This is complemented by a tri- 
weekly radio program, “Apple Creek 
News,” edited by the anonymous 
congressman. The newspaper of the 
air has its comic strip, editorial 
page, society column and news mat- 
ter, all in humorous vein. Real news 
is slipped in without detracting. 
There is also a Monday night pro- 
gram featuring spelling ‘bees be- 
tween local organizations. 


Artistic Foundations 
Plans Spring Drive 

Practically every Sunday rotogra- 
vure newspaper in the country— 
more than 40—has been scheduled by 
Hirshon-Garfield, Inc., to carry the 
14week spring campaign of Artistic 
Foundations, Inc., New York pro- 
ducer of girdles. 

The campaign will begin the latter 
part of February and _ continue 
through June. Magazines to be used 
include Good Housekeeping, Harper’s 
Bazaar, Ladies’ Home Journal, Mc- 
Call’s, Vogue and Woman’s Home 
Companion. 


Norwegian Sardine 
Drive Opens Jan. 24 


An “O. K.” flashed from Norway 
by radio to the Frank Presbrey Com- 
pany makes possible release Jan. 24 
of opening advertisements in the 
1937 campaign of the Norwegian 
Sardine Packers’ Association. 

First copy in The American Weekly 
and Christian Science Monitor will 
precede release of advertisements to 
45 newspapers in 26 cities. 


Start Canadian Campaign 
The Hutchins Advertising Com- 
pany of Canada, Ltd., Toronto, has 
scheduled first copy of the new Cana- 
campaign for Philco radios, 
using 1,000-line space in metropolitan 
papers and 390 lines in smaller cen- 
Ts. This spring an automobile 
Tadio campaign will be released. 


Bovril to Ayer 


Bovril of America, Inc., Camden, 
J., has placed its advertising ac- 


count with N. W. 
elphin W. Ayer & Son, Phila- 


cy 

One of the reasons for the rapid 
_ evelopment of the food indus- : 
_ fries in recent years has been _ 
the adaptation to one industry of 


oa successful methods evolved in 

_ ‘Smother. The dissemination of | 
_ ™s information is the function _ 
_ Sf FOOD INDUSTRIES . . . Pub- 

_ lished by McGraw-Hill. 


Digest Issued 
by Federation 


Washington, D. C., Jan. 20.—Sur- 
veying the spread of chain store 
taxes, the American Retail Federa- 
tion today has released a digest of 
the laws of each state relating to 
the raising of revenue by this 
method. Data are shown for each of 
the 20 states having such statutes, 
with details of basis of taxation, 
stores subject to the tax, rate of 
taxation, exemptions, method of 
payment, penalties, use of which 
proceeds may be put, whether valid- 
ity has been tested, and effective 
dates. 

The first graduated gross sales 
tax passed by Kentucky in 1930 was 
upset as unconstitutional by the 
U. S. Supreme Court, which held 
that classification of stores accord- 
ing to gross volume of sales was 
arbitrary and unequal, primarily be- 
cause gross sales have no constant 
relationship to net profit, the Fed- 
eration pointed out. Recent rulings 
have followed this same tack. 

The following year, Indiana’s 
graduated license tax based on the 
number of stores was upheld by the 


New Chain Tax | 


HEADS G-E RADIO 


é 2 ig is as Sek a St nae are 


C. M. Wilson, newly appointed sales 
manager of General Electric Radio 
division. 


Supreme court, and subsequently 
most of the other states enacting 
these laws used the Indiana pattern. 

The Louisiana law differs from 
other “per store” tax acts in that 


operated both in Louisiana and else- 
where, the Federation notes, and 
then is taxed per Louisiana store at 
the rate applicable to the classifica- 
tion in which the system falls. An 
appeal to the United States Supreme 
Court for relief is being prepared by 
the chains. 

Tax exemptions vary from state 
to state. Approximately two-thirds 
of the states exempt gasoline filling 
stations, and some states exempt 
co-operative associations, and sim- 
ilar organizations. Four states allow 
no exemptions to stores of any kind, 
providing they are chains. 


New Product Started 


Bico, an iodine jelly, has been 
launched with an 800-line insertion 
in the Philadelphia Evening Bulletin 
announcing a slogan contest with 20 
all-expense round trip cruises to Ber- 
muda as prizes. The account is 
handled by Harry Feigenbaum Adver- 
tising Agency, Philadelphia. 


New Agency Bows 


Edward D. Smith, former Indiana 
newspaper publisher, and Clyde Por- 
terfield, formerly with Procter and 
Collier Advertising Agency, Cincin- 
nati, have formed Smith and Porter- 
field Advertising Service, at 719% 
East Virginia st., Charleston, W. Va. 
A general advertising agency busi- 


the chain system is classified first 


according to the number of stores |, 


PICTURE PLAY 


desires to state that ell names used in | 
its motion picture “The Big Noise” were | 
planned to be fictitious. 

- ‘The use of the name “Pushy Willow’ is 
in mo way intended to reflect on fabrics — 
seid by MALLINSON PABRICS CORPORATION 
tander the trade name" Muiey Willow, 
and avy inference te the effect that 
MALLINGON'S Prissy Willow’ sitk ts ayn.‘ 

* thetic ts entirely inadvertent, ~ ‘4 
WARNER BROS. PICTURES, INC. ip gadured 4! 
that MALLINSON'S Pusey Willow sik te 4 
Just a» pure and hinpervious to wear, sun 
‘rays, tubbing and cleaning as it was 27 : 

» Peake age. ; te 
$ ot 

Warner Bros, Pictures, inc. i 


Look fon THE Teaoumane 


Springtimets | 
Posey Willéw Time 


Warner Bros. Pictures, Inc., took large 

newspaper display space to explain inad- 

vertent use of H. R. Mallinson, Inc., New 

York, trade name and at the same time 
gave the product a boost. 


ness will be conducted. 


Elect Gatenby 


John W. Gatenby, artist and illus- 
trator, has been elected president of 
the Associated Artists and Studios of 
Illinois, to succeed J. F. Strouse, 
Palenske-Young, Inc. 


and media 


complete ever published. 
‘Market Data Book has been the 
accepted primary reference book 
for industrial advertisers and agen- 
cies for 20 years, but no previous 
issue has approached this brand 


new edition for completeness, ac- 


to check industrial 


There is no fuss, no fuming, no searching through 
multitudinous files for the data you want, when you 
start your market and media research in The Market 
Data Book. Here is every basic fact you need to 
evaluate any industrial or trade market, plus all of 
the essential publication data. No other single vol- 
ume contains all this information. 

The 1937 edition of The Market 
Data Book is the largest and most 


The 


picture of the sensible way 


markets 


curacy and dependability. Here are 352 9x12 pages, 


filled with facts and figures about every conceivable 


industry and trade, carefully 


condensed, summar- 


ized and arranged to make for quick, easy reference. 


Keep The Market Data Book within easy reach— 


look to it for that hard-to-get information which it 


brings to you instantly—use it hard and often. 


New York. 


Every subscriber to Industrial 
Marketing has now received this 
important volume. If you haven't 
received your copy, let us tell you 
how to get it at once . . . INDUS- 
TRIAL MARKETING, 100 E. Ohio 
St., Chicago . . . 330 W. 42nd St., 
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Hanging Device 


Wins Prize for 
Tissue Package 


New York, Jan. 20 A cellophane 
package of cleansing tissues, which 
has a special device on the baci 
permitting it to be hung on a wall 
won the Special Wolf Retail Award 
for the best package developed by 
a store and in use last year in the 
department store field. The award | 
was made at the National Retail 
Dry Goods Association’s convention 
here this week. 

Honorary awards were made to 
other stores, as follows: 

Recognition for the package of 
greatest attractiveness printed in 
single color, to R. H. Macy & Com- 
pany, Inc., for the Saybrooke shav- 


ing soap box. 

Honorable Award for the 
of greatest attractiveness printed in 
more than one color, R. H. Macy 
& Company, Inc., for Aintree after 
shaving talcum 


Other Awards Made 


package 


to 


Recognition for the most effective 
store designed Christmas box, to 
Marshall Field and Co., Chicago. 

Recognition for the best designed 
package used by a group of stores 
to Abraham and Straus, Inec., Brook- 
lyn, New York, for Louise Andre 


toiletries kit. 

Recognition for 
packages to Cavendish Trading 
Corporation for the Cavencraft 
Housewares Group. 

Judges were Richard F. Bach, di 
rector of industrial relations, Metro 
politan Museum of Art, New York; 
Alvin E. Dodd, vice-president, Amer 
ican Management Association, New 
York; W. J. Donald, managing di 
rector, National Electrical Manufac 
turers Association, New York; 
Gilbert P. Farrar, typographic 
sellor, American 
B. Larrabee, 
ers’ Ink, 
chairman 
Field & 


Journal Buys WTFI 


The Atlanta Journal has bought 
radio station WTFI and will move it 
from Athens to Atlanta. The Journal 
also operates WSB at Atlanta. 


the best family of 


coun 
Type Founders; C 
managing editor, Print- 
and James O. McKinsey, 
of the board, Marshall 
Co. 


e: 


Ee 


Bre a 


Member Station 
Columbia Broadcasting System 


Paul H. Raymer Co., 


National Representatives 
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7 Gi 
Radio Time t 
ery Birthday Ball 
New York, Jan. 21—A _  gpeq, 
feature in — of the Presiden», 
Annual Birthday Ball will form pa», 
of Eddie C antor’s broadcast on Cp 
for the Texas Company on Sunda 
| Jan. 24. Half of the program's tip 
will be devoted to talks | loc 
The rates for this department are as follows: montara Sart ‘ statiny . 
“Help Wanted” and “Situations Wanted,” 30 cents a line, minimum ie meng i. oe stations out 
charge $1. ining local celebration plar T 
All other classifications (single inse rtion rates): % in., 2.75; 1 to 3 in., “ae mn, tn _— °y 
per in., $4.75; 4 to 6 in., per in., $4.50; 7 to 9 in., per in., $4.25; 10 to 12 in., Texaco program is heard 
per in., $4.00; 13 to 15 in., per in., $3.75. Write for descriptive folder of |p.m., EST. Hanff-Metzger, 
specimen ads and discounts on term insertions. the agency. 
Effective Jan. 25, the Procter , 
HELP WANTED HOUSE ORGANS _____|Gamble Company will begin a ney 
SALESMAN—N ow CONTACTING 500 COPIES HOUSE ORGAN #10. 1M/4:45-5 p.m., EST five-a-week serie, 
agencies aqgvs Sins Gagepartments, | $15, 2 colors. A Real Sales Builder, is- ae ’ ;: aa ciel P 
etc., to present new advertising lay- | sued monthly. Your ad on front cover. | OV¢! 48 NBC red network Station 
oS eee venene ee | Keeps your name before trade. Effec-|The product is White Naptha svg 
ering’ ibe a RT nissior a tive adv. at lowest cost. Get sample.|, , 47 = or aaa 
ox 973, ADVERTISING AGE, Chicago Crier Adv., 1840 E. 87th St., Cleveland | #04 the title of the show is “Th 
WANTED Advertising agency account | — Good Samaritan.” Blackman Ady: 
executive who has tangible back- | SPECIAL SE RVICE ici > te > oe Y 
ground and record of creating and di- using, Inc., is the agency. 
recting hotel advertising. 
Box 976, ADVERTISING AGE, N. Y. ASK ME! Expand Ice Program 
ADVERTISING SALESMEN by Til. | Totti : - 7 vartiainoa - 
Corp Direct Mail, Sales Prom. and | Questions answered on history, National lee Advertisin; In 
Merchandising. Drawing acct. Comm. | te ee nature and miscel. sub-|sponsor of Eleanor Howe’s “Hon 
Write fully | jects. per question. atiana! Beahanen * = ; 12 os 
Box 980, ADVERTISING AGE, Chicago | makers’ Exchange,” will add 18 s 
| QUESTIONS BUREAU tions to its coast-to-coast CBS hoo} 
POSITIONS WANTED ; 98 . nore : } 
Distributi leted | k f ADVERTISING SALESMAN Dep't A 315 Webster, Chicago, Ill. |UD Jan. 26. The program is hea 

istribution was completed last week for ; y ; - 7 Tuesdays and Thursdays at 11:45 
Lucidin, new eye lotion, through New Are you looking for an aggressive, —— ——————————= noon, EST. The agency is Donahy 
York drug stores after a three week in- | resourceful salesman? MISCELLANEOUS —|& Coe, Inc. 
troductory promotion campaign via radio, | : REVOLUTIONIZE YOUR PRINTING! s : 

car cards and newspapers This man wants to ally himself with! Eliminate expensive typesetting and American Can Company is rene 
° an organization that offers a future. costly cuts Newest process repro-[;.., " . seaeiaieoas 
~ He is 27, a college graduate, good |qduces house organs, price lists, bul- ing its Tuesday night NBC progral 
appearance, and with plenty of per- | letins, sales letters, testimonials, dia-|effective Jan. 26. “Ben Bernie ar 
p sonality. He can produce results. He} grams, ete Fast, accurate and eco- ” . 7 ad at 9. 
Says R- Act made an excellent record with a small} nomical! All the Lads are featured at 9-9 
publication and is familiar with na- | Any size can be furnished. p.m., over 57 NBC blue network sta 
tional and local accounts in Chicago. 500 copies (8%x11") $2.63. F 7 i» & Sint > as 

Ts Synonym for Can you use him? Additional hundred copies 22c tions. Fuller & Smith & Ro In 

} OX 978 ADVERTISING AGE, Chicago. Send for samples, : _ iis the agency. 
? 4 ADVERTISING MAKE-UP in one or | Laurel Process, 480 Canal St., N. Y. 
| Raised Pri es more publications; accurate and neat. | —— ia : 
Full knowledge of cuts, layout, print- PHOTO POST CARDS 
| J ’ é 
| )ing and production. Able to handle| phe kind that build good-will and Neelley, Hunter to 
all correspondence and write sales} prin a2 . ‘ 
g you business. Don’t fail to in i : 
| New York, Jan. 21.—Creation of | pea 966, ADVERTISING AGE, Chicago | Y°sti#ate this new form of Successful Simpson-Reill) 
a merchant-owned shopping news in| oo, ay nega ; Selling announcement and follow-up.| arthur N. Neelley has joined the 
|‘ ‘ . 5 : COPYWRITER, familiar with various | Write for Samples and Prices. hee atalt of Gi Reilly. I An 
| every city of the country, not merely phases and kinds of advertising, has | Graphie Arts Phote Service sales staff of § impson-hellly, LO8 AD 
l to present bargains but to inform some spare time to handle small ac- | 3rd & Market Sts., Hamilton, oO. geles, newspaper representative. He 
| : res eer count by mail or in person. was formerly editor and business 
the public of important problems] Box 979, ADVERTISING AGE, Chicago at for Bulletin of Publishing ge 6 manager of the Alumni Review ¢ 
Bese eee Bes eee : eS ae ar | erties, arris-Dibble ompeny, anage D4 t 
bw cting Vine Ruageotetscentry aoa BUSINESS OPPORTUNITIES | West 42nd Street, New York, N. Y. the University of California, 
|} recommended to the Nationa etal x . ‘alifarnia r "ac atiy 
| S } alifornia representative 
| Dry Goods Association by Major B.| FOR SALE—Complete file FORTUNE hag 4 . a ‘rs Pi bli wwe 
Ss 8 ASS b OY ‘| MAGAZINE including the first issue. the Graduate Group Publications. 
| H. Namm, president of the Brooklyn] Excellent condition. Price $200 , “ay it o— 7 buyers to Maxwell J. Hunter, formerly aé 
> P ° ° r O75 TE RTIS TC ‘hr y r uy ron you Vy ceeping your ie P } 
store of that name, in an excoriation] BOX 945 ADVERTISING AGE, N. Y. product a aaa inal listed in The vertising manager of Motorland, pub 
of the Robinson-Patman Act. re Advertising Market Place, clas- lished by the California State Auto 
‘That bill would have been ‘beaten DIRECTORIES remy SSCtIOn OF ASVOFTERE mobile Association, has joined the 
to a frazzle if the consumer had Your message in_ this live firm’s San Francisco office. 
—_— . -P at: » Caw teata DIRECTORY OF TRADE DIRECTO- business directory will Bive you 

understood that R-I wrgee re rais- ries aists 400 trade directories, per- the inside track for more busi- eae ee 

ing of prices’,” asserted Major Namm.]| sonnel lists, professional lists, an- ness : e . a 
. Pn 8 On etiaktials | nuals, ete., ete.; describes the contents For descriptive folder show- 

Dr. M. R. Veifeld, statistician of| uals, etc, etc.; describes the contents || | For descriptive folder sromi Gilsdorf Joins Prima 
the Beneficial Management C — |copy. Send for circular. rates for repeat insertions Henry Gilsdorf has been appointed 
tion, Newark, told the controllers’ _ BURNS ORGANIZATION Wie a hebétiek Ghaiias Btnie advertising manager of Prima Cor 
vision of the N. R. D. G. A. that i oes Bearers gph 9 Dearborn St. Advertising Age pany, Chicago, manufacturer 
stalment selling is unsound as long| sii Prima beverages and Primalt syru 
as consumer credit is unregulated. _| Mr. Gilsdorf = previously pints 

“led with several Chicago companlée 
End Color Chaos ‘nisin aise tat nia § B as merchandising and advertisil: 

The association’s merchandising ° : enson rges | counsel. 
division was told that standardiza-!: Turn About—Station : P bli h t | 
tion of colors is near. E. V. Walter, Buys the Newspaper : upilisners fo ae | 
merchandise counselor of R. H. ; : : . 

Chicago, Jan. 20.—When a : St ff ( t ] ’ 
Macy & Co., submitted a list of - ; : 3 1 en On TO IN ALTIMORE, IT Ss 
: newspaper buys a radio sta- : tt 
recommended shades in the five cur-| : , 7 : 41 
: ; | tion, that’s old stuff, but when 
rently most popular colors in kitchen | a radio station buys & newsana 
a radio static S @ »wspa- Tin ‘ag . 29 Tews- 
and housewares, including green, red, | dats. dilteene F Eugene, _ Oreg Jan 22. Ne Ws 
blue, ivory and white, with green, a wa ih agers TRw T :| paper publishers need not fear radio, 
| royal blue, ivory, orchid, Dubonnet., | Sinpgpsess pervade ad vcaind pee i but should eliminate wide rate dif-| 
i ‘ : enKA, ant erbper oO ster, o S Fora jale er _ Sn . Paw 
| maize, white and black for bathroom|. Pes’ @ne “er ister, O' ;|ferentials, stiffen requirements for 
; ‘ ; } KANS, Wichita, co-owners of cae Shee cancel : : ake avail- 
items. Color variations in merchan-| > xeqqy sai ' . ae agency recognition, and make avai 
i | dise on shelves of New York stores re Clay Center, Nebr., re- able uniform market surveys, John 

. tks gy eal “ vealed at vesterday’s meeting Rasa einige sii aestaey aed 
range trom a minimum of eight dit-| € the Sal : ieee Divisi Jenson, president, American Asso-| 
‘ O e Sales Managers Divisi« jati 7 rtising rencies. | 
ferent greens to eleven different | > - as Se ‘ ‘ - “wr ciation ol Advertising Agencies, a ‘a 
blues. it was found | ol the Commercial section of today told the Oregon State Pub- a 

the National Association of | lishers Association. | } 
sroadcasters their purchase ot He cited the possibility that the Nn 
R. W. Donahue, Formerly the Clay County Sun, published | Robinson-Patman Act may be 
in Clay Center. The former |voked to cover news ‘r rate d 
of Bendix, Joins Agenc secs Oe | voKked to cover newspaper rates, ant 
‘ a ’ § y| publisher was Fred Howard | counselled the publishers to be pre- 
‘ dO fo e: A f as 

= a sah “ ' ae ai yeal pared to justify differential rates on An 
lf . SINS ane Sales rOINOLLO § ‘eum P ; P 
iger of Bendix Pri uri C. <i ti He | the basis of relative cost or service | Voie A 
«ls >t ) ~ 1 I; 4) } 

South Bend, Ind., has joined Reinecke. | Nystrom Issues New a ; a 
aie COanERTO EN & Finn, Ine., Chi oy: Mr. Benson also urged the pub CENTRAL 
ago, in an executive capacity Book on Retailing | lishers to take definite action by LOCATION 
Before joining Bendix in 1931, Mi A detailed presentation of retail | censoring copy, to eliminate unrelia- . 
Donahue was advertisit manager | S¢ lling, from store financing through | bility, and thus increase effectiveness COMFORT 
and assistant to the president of Hou analy a 7 one and sales conduct, | and response trom advertising. SERVICE 
daille-Hershey Corporation He was|1S Included in the new volume, “El: “y i" ” ° 
. é panes , ‘i t seems evident on every hand, 
previou ly with Studebaker €¢ rpora ments of Retail Selling,’ by Dr. Paul he said. “that readers do not believe MODERATE 
tion and the old Maxwell-Chalmers | H. Nystrom, professor of marketin Soe Sas cost 
Poke oat ‘lover “le siete tia ge > p... jin advertising as much as_ they 
| Motor Car Company | lumbia Unive ity School of Busi-] ld.” 
1eSS ould. 
}n : ' ' This fine hotel features every 
fter taking > WO > retailer - ‘ 
Agency for 4-5-6 through all the prelir vata advantage at exceptionally low 
~~ roug i he preliminary ramifica- | i 
& y _ ittendant, Dr. Nystrom . . Develops New Ink cost. Entirely fireproof, with 
O. Schoenhut, Ine hil ii pte eager PR teat ell a sey 
manufa inet { 4-5-6 me “gga | eludes with a discussion of “How to The International Printing Ink steam heat for chilly nights, 
n a P m “ha ipp int a. Paokne |Get Ahead in the Retail Business.’ }|Corporation has introduced a new El Comodoro offers a comfort 
ley ame, las appol e H e "rn . ‘ sa . ; . ‘. > . 
Thomson Co Phil uelphia to handl The volume is published by the Ron- | nk, Holdfa said to make pos- economy combination that is 
v danetiahead Gait a, ‘ | ald Press Co., New York. sible cleaner, sharper printing and| truly rare. 
lee sie Tt ‘ : a faster drying schedule. 
; | 250 ROOMS wl Bae WITH BAT 
Lawson Promoted Dolan with Hudson New Feature for Borden | 

W. kK. Lawson, in the advertising L. EK. Patrick Dolan has joined The Borden Company, Ltd., To- | DOR 

}and sales department of The Selby| Raymond CC. Hudson Advertising |ronto, will feature “Molly Magic” in 

| Shoe Co., Portsmouth, O., has been} Agency, Chicago, as account execu- | comic strip advertising this year. | JOSEPH. H. ADAMS, Manager Hate 
| appointed manager of sales promo-j|tive He was formerly with Common-| French and English newspapers will | CORNER SW. 2nd. & LAST St. S™ a 
tion. wealth Edison Co., Chicag be used. 
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WORKING TIME 
10 FOUR DAYS 


lo curtailment in Advertising 
Planned 


it, Jan. 21.—While Chrys 
poration announced today 
nat all of its Detroit plants would 
sas Friday and go on a four-day 
asis next week, as a result of the 

shortage, no curtailment of 
advertising is in prospect, as field 


Det! 


glass 


socks are reported at a normal 
level. 
With the strike settled at the 


iants of the Pittsburgh Plate Glass 
ompany, Chrysler officials hope 
that glass will be forthcoming soon 
enough to prevent any serious set- 
hack to production or merchandising 
plans. 

“Meanwhile, the strike which has 
rippled production of General Mo- 
tors Corporation continues, with sev- 
ral publicity men from advertising 
zations forming a new storm 
The union charged that the 
Alliance,” organization of 
C.’s anti-strike workers, was 
by General Motors. In a 
publicity release the union organi- 
zation said: 


rgan 
enter. 
Flint 
G. M 


inspired 


Object to Publicity 


“The alliance has high priced men 
working for it but no visible means 
ff support. Floyd Williamson, high 
priced staff member from the Law- 
Witt Advertising Agency, was 
sent from New York to handle press 


, 
relations. 


rence 


“General Motors press agents are 
seen in conference with 
Boysen, organizer, at the 
Hotel Durant. Included among these 


constantly 


George 


are Sam Fuson and Frank Webb, 
regularly employed by Arthur Kud- 

who handles advertising and 
publicity for Buick. Fuson = and 


Webb actively assist in taking care 
of the Alliance’s publicity.” 
Boysen retorted to these charges 
demand that an investigation 
of the union’s own publicity 
tion. 


Knit Goods Protests 


\ biz situation developed in 


General Motors strike when that 


irre 


rganization was notified that the 
New York Knit Goods union has 
protested against acceptance of G. M. 
advertising in The American Federa- 
tionist, official publication of the 


American Federation of Labor. 
30th General Motors and the Pitts- 
burgh Plate Glass Company carried 


full pages in the January issues of 
that paper. The New York union 
mtends that a resolution adopted in 
1935 prevents the publication from 
‘cepting advertising from  non-| 
I mpanies. 


Consistent | 
; 


Consistent 


+1936 saw the number 
of advertisers who have 
active contracts with ; 
The New York Times 
increase 40 &. 


Why? 


Because alert adver- 
tisers know that con- 
sistent effort among the 
above-average families 
that read The Times is 
the best way to insure 
the fullest possible sell- 


‘ng success in this 
Market, 


~ - ’ 
Che New Pork Simes 
“All the News That’s Fit to Print” 3 
OSS SCOR CR CeCe CRC CCT TSS 
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RYSLER CUTS |SUNKIST COPY 


| 


CURTAILED BY 
HEAVY FROSTS 


| 
(Continued from Page 1) 
ambiguity in pressing the alleged 
superiority of its product. 

“New advertising strategy,’ he 
continued, “is expressed in terms| 
faithfully following the report made} 
before the American Chemical So-| 
ciety last fall. It is simply a case | 
of a ‘better mouse trap, and Mrs. | 
Housewife is being given the facts} 
to use as her judgment dictates. 

“We have uniformly rejected 
changes suggested by newspapers to 
make the advertising acceptable to 
them. Twenty-two newspapers, ap- 
proximately half of the original list, 
continue to run navel orange copy. 
Adequate direct merchandising sup- | 
port is available to assist jobbers and | 
retailers to identify themselves with 
Sunkist’s 30th and biggest navel 
orange campaign.” 

The new type of copy being used 
in magazines reads as follows: 

“You receive more of the health 
benefits from Sunkist California’s 
Navel orange juice. Glass for glass, | 
it is 22 per cent richer in Vitamin 
C, 152 per cent richer in Vitamin A 
(carotene).” 

The context explains that the 
statement has been verified by three 
different laboratories which com- 
pared Sunkist and oranges “from the 
other major producing district.” 

Canadian newspaper copy differs 
from that used in the United States 


in that the Florida reference is 
omitted. 
“If retaliation were the Sunkist 


objective,” Mr. Geissinger concluded, 
“an entirely different type of adver- 
tisement might be prepared in which 
adjectives disparaging to Florida’s 
fruit would be called into play. Sun- 
kist has guarded zealously the high 
standard of its advertising and fails 
to see how its interests would be 
properly served in a word battle 


which, for the most part, would miss 
the mark of consumer comprehen- 
sion.” 


Harper Resigns; 


Blackman Promotes 2 


Coincident with resignation of 
Marion Harper as vice president and 
director of Blackman Advertising, 
Inc., Richard Compton, president, an- 
nounces the election of Leonard T. 
Bush, secretary-treasurer, and Alfred 
B. Stanford, copy chief, to vice presi- 
dencies. 

Mr. Harper formerly was. vice- 
president of General Foods Sales Co. 
His interest in the agency has been 
acquired by Mr. Compton and other 
members of the Blackman organiza- 
tion. 


California Printing 


Sales Tax Is Voided 


Under a Los Angeles Court de 
cision last week, California adver- 
tisers will not in the future be re- 
quired to pay a sales tax upon 
typography where the typographer 
retains title to type, type form or 


proof. 
This court decision affects Cali- 
fornia advertisers to the extent of 


an estimated annual saving of $47,- 
000. A similar decision in Illinois 
was reported in ADVERTISING AGE of 
Nov. 9. 


Midwest Farm Papers 
Add Comics Section 


A comics section as a regular fea- 
ture will be added in all Midwest 
Farm Papers, and the section will 
be opened to advertisers at no in- 
crease in rates. 

Farm papers participating are The 
Farmer, St. Paul; Wallaces’ Farmer 
and Iowa Homestead, Prairie Farmer. 
Nebraska Farmer and Wisconsin 
Agriculturist and Farmer. 


Larus Renews 


Larus & Bro. Co., Riehmond, Va., 
manufacturer of Edgeworth tobacco 
and Domino cigarettes, has renewed 
for 13 weeks through Marschalk & 
Pratt, Inec., New York, the half-hour 


spot program, “Moments You Never 
” 


FY yrget. ' 


TEA LEAF READINGS 


FOR THE AMATEURS 


“NO MORE 


TEA, &2 Beaver Street, New oF this map 


Mant 
CELICIOUS TEA 

the way the greet 
tee grewers de 


y Buy © good brand of 
look for any of these names 
on peckage or in adverts ¢ 


A tea leaf reading booklet offer is included in the 1937 co-operative comic 


section copy for tea to run in 


I! cities. 


(Story on Page 30.) 


New Magazine 
Section Issued 


for Newspapers 


New York, Jan. 21.—Feature Maga- 
zine, a new 12-page combination col- 
ored comics and magazine section, is 
this week making its initial appear- 
ance in the issues of newspapers in 
Eastern states. 

To be distributed weekly by small 
city dailies and weeklies published 
in towns of 10,000 population and 
under, the new publication is so far 
being syndicated to newspaper pub 
lishers in New England and other 
Northeastern states as far West as 
and including Illinois, Michigan and 
Wisconsin with national syndication 
contemplated at an early date. 

Although the magazine’s columns 
are open to advertisers, no active 
solicitation is to be undertaken pend- 
ing the attainment of a quarter mil- 
lion circulation. Harold E. Krasner 
and associates are principals in In- 
dependent Publishers, the newly 
formed organization behind the syn- 
dicated journal. 

Feature Magazine consists of four- 
color comics on front and back pages 
and inside front and back covers 
with the eight inside pages, in black 
and white, devoted to fiction, junior 
material, science, radio, Hollywood, 
fashions and family interests. 

The addition of another four pages 
of color comics, bringing the page 
total to 16, is scheduled for an early 
date. Mr. Krasner was formerly in- 
terested in a New Jersey weekly 
newspaper, the Monmouth Independ- 
ent, 


Barrett Successor 


Charges, Tells 
of Higher Aims 


| Washington, D. C., Jan. 21.—In 
entering a general denial of charges 
of violation of the Robinson-Patman 


Act, Great Atlantic & Pacific Tea 
Company enunciated a new creed 


for the chain store business, involv- 
ing higher pay, reduction of working 
hours and a general raise in per- 
sonnel standards. 

The company’s reply to the Fed- 
eral Trade Commission, signed by 
Caruthers Ewing, general counsel, 
said that “the complaint simply 
charges that in our transactions 
with eight companies from June 19, 
1936, to date, we accepted discounts 


and allowances in lieu of broker- 
age.” 

The charge is so general, Mr. 
Ewing said, that the company will 


have to investigate each transaction. 
Since passage of the Robinson-Pat- 
man Act, however, he asserted, “the 
company has steadfastly adhered to 
the policy of neither seeking nor ac- 
cepting discriminatory prices.” 
Hartford Looks Ahead 
The new code for Great Atlantic 
& Pacific was outlined by J. A. Hart- 
ford, president, who said that condi- 
tions in the grocery field 
are susceptible of great 
ment. 


generally 


been so is no sign that they must 
be continued,” he said. ‘“‘We believe 
that grocery stores should keep the 
same hours as other businesses. But 
we know that any sudden, drastic 
shortening of our store hours would 


only give a big advantage to compe 


tition. We cannot close our doors 
Named by B-S-H |. . o 
. P. Nel ee dy hee in our customers’ faces and send 
F. P. Nelson, ormeriy a@ member) them to competitors’ stores. How- 
of the sales staff of Mutual Broad- 


casting System, has been appointed 


ever, we can shorten our hours grad- 
ually and set such an example that 


radio buyer for  Blackett-Sample- ; . : 

Hummert, Inc., Chicago the entire industry will, in time, fol- 
Mr. Nelson, who was associated |!ow our lead. 

with National Broadcasting Company Citing wage increases made in 


for six years before joining MBS in 
1936, succeeds R,. J. Barrett, Jr., who 
will be manager of the new Chicago 
sales office of WOR, New York, as 
previously reported. 


Smith Made Chairman 


W. R. C. Smith has become chair- 
man of the board of W. R. C. Smith 
Publishing Company, Atlanta, being 
succeeded as president by W. J. 
Rooke, who has been executive vice- 
president. T. W. McAllister was 
made first vice-president and a direc- 
tor and E. W. O’Brien, vice-president 
and a director. E. L. Philpot was 
elected assistant secretary-treasurer, 
also being made a director. 


“The American Home” 
Changes Closing Dates 


The American Home, New York, 
has changed the closing date for color 
advertising to the 25th of the third 
month preceding date of issue. 

Black and white advertising must 
be in by the 5th of the second month 
preceding date of issue. 


1936, Mr. Hartford said that $250,000 
was added to the annual payroll in 
one city alone—Cleveland. 


Bridge Forms Agency; 


Has New Accounts 

The Harry P. Bridge Co., Phila- 
delphia, has been formed at 132 
Walnut st. by Harry P. Bridge, for- 
merly president of Bridge & King. 
Philadelphia, Walter S. Chittick, Jr., 
and George W. Shepherd. 

Arcturus Radio Tube Co., Newark, 
has named the Bridge agency to 
handle its advertising. Business pa- 
pers will be used. Service Station 
Equipment Co., Conshohocken, Pa., 
maker of ECO air equipment and 
Bennett gasoline pumps, has named 
the agency to handle an intensive 
campaign in gasoline and service sta- 
tion business publications. 


Names M. Ss. Glessee 


Moxie S. George has been named 
assistant district sales manager of 
the Inland Steel Company, in the 
Milwaukee office. 


Colgate - 


culation 4,000. 


cost, 


PROCTER-GAMBLE 
LEADING RADIO 
USER FOR 1936 


(Continued fi 
Palmolive - Peet Company 
ranked fifth in both years. 
General Foods Corporation, which 
held second place in the 1935 tabula- 
tion, fell to seventh in 1936, its chain 
radio expenditures declining from 
$1,948,509 to $1,501,945. 
Though it increased 


m Page 


1) 


its network 


broadcasting in 1936, American 
Home Products Company § slipped 
from seventh to eighth place. Its 


1936 investment in radio was $1,372,- 
860, compared with $1,211,568 in 1935. 

Ninth place in the current tabula- 
tion is held by the Pepsodent Com- 
pany, which was in the same niche 
in 1935. Tenth is filled by General 
Mills, Inec., which advanced from 13th 
in 1935. 


Guard Remains with 


Breeder’s Gazette 


While Samuel R. Guard has be 
come a contributing editor to The 
Country Home, as reported in ADVER- 
risinc AGE, Mr. Guard will continue 
as president of Breeders Gazette, 
Spencer, Ind. 


Pilcher to New York 


Eugene C. Pilcher, who recently 
joined the staff of The Manufactur- 
ing Confectioner Publishing Com- 
pany, Chicago, has been appointed 
Eastern advertising manager, with 
offices at 300 Madison ave., New 
York. 


PUBLICATION FOR SALE 


Excellent small trade paper, leader in its field. 
Annual gross income $6,000. 
including paper, $2,000. 


Cir- 
Printing 


Now owned by prominent publisher whose other major 
interests require full attention. Real bargain for 
quick cash sale. Price $3,000. Address Box 974, c/o 
Advertising Age, 100 E. Ohio St., Chicago, Tl. 


improve: | 


“Just because things have always 


And so it is! . . . Comfort that 
helps to guard your health and 
strength. Comfort that keeps you 
at the top, to enjoy every min- 
ute of your stay in New York. 
Comfortable, modern rooms, with 
every facility for your restful 
enjoyment. Smooth, efficient 
service. Rates begin at $3.50. 


Lexington Features 


Every room with radio and bath. 
3 blocks from Grand Central. 
Near Radio City and smart 
shops. Garage in connection. 
Famous orchestras play nightly 
in the gay Silver Grill. 


HOTEL 


LEXINGTON 


48th STREET at LEXINGTON AVENUE, N. Y. 
Charles E. Rochester, Manager 
National Hotel Management 
Company, Inc. 
Ralph Hitz, President 
———— 
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Fj A 
The Largest Daily Newspaper in the Pacific Northwest | 
PORTLANO, OREGON e 
National Representatives: VERREE & CONKLIN, 285 Madison Ave., New York | fea 
333 N. Michigan Ave. Chicago; 321 Lafayette Blvd. Detroit; 5 34 St.San Francisco ° seek, 
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fering wall case windows for display advertising space, United Cigar Stores are entering the field as a national advertising 
edium. Lincoln Hotel, Jacob Ruppert beer, Orlando cigars and Crab Orchard whisky take the first space in New York. The 
Wrigley advertisement is part of another arrangement not connected with the new development. 


PROMOTED 


COLOR FACTOR IN NEW MENNEN PACKAGES 
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HOTOGRAPHIC REVIEW OF 


DISPLAY SPACE FOR SALE IN UNITED CIGAR STORES 


Z blue molded cap for the antiseptic oil and a semi-opaque glass bowl with 
3” green cap for the Brushless Shave, mark these new packages of Mennen Co., 
Newark, N. J. 
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ORS FOR A SEVEN-YEAR RUN 
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Creek tacnt the Singing Lady" was feted by her sponsor, the Kellogg Co., Battle 
Casting at 8 party in New York marking the opening of her seventh broad- 
~‘iarence L. Jordan, vice-president, N. W. Ayer & Son, Inc., and 
H. A. Batten, president, congratulate Miss Wicker. 


Account executive in the New York office 

1! years, John B. Hunter last week was 

elected vice-president of N. W. Ayer & 
Son, Inc. 


POOR RICHARD BANQUET GETS A SEND-OFF 


Re ee 


THE WEEK 


SALES STORY IN THE FIRE 


> 


Illustration for a new display of Hercules Knitting Co., Milwaukee, gives simple 
emphasis to the feminine bathing suit model. Pohiman Studios staged the scene. 


BANKS ON NEW CARTOON SERIES 


“1! WISH PEOPLE 
WOULD KEEP 

j THEIR VALUABLES 
IN A COMMERCIAL 
NATIONAL BANK 
SAFE DEPOSIT BOX” 


Minimum of copy marks the novel cartoon series launched in Kansas 
City, Mo. newspapers by Commercial National Bank. 


Sixteen hundred civic and advertising leaders from all parts of the country attended the annual Poor Richard Club of 
Philadelphia banquet Jan. 15 in the Bellevue-Stratford Hotel. And here are club executives at the special session in which 
final plans for the event were made. 
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To each people, to each market, there is one sure approach. 


To the U.S. Best Customer market the entree is through 
TIME. For TIME carries weight with Best Customers; 
so do advertisements in TIME. 


TIME 


The Weekly Newsmagazine 
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